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This recent news item 


Tomorrow's sales to mining start today! 


eveals two facts im- 
portant in most sales to the 


constantly depletes its properties and moves on 
mining industry: 
1. Appropriations involve large sums 


to new areas for development. These changes 
of money. 


require detailed advance planning involving 

large expenditures extending over long periods 

Planning and construction are of time. Thousands of 
handled on a long range basis. 


The ~ 


items of machinery, 
equipment and supplies must be continuously 
ire compelling reasons why manu 


specified and purchased. That’s why it pays 
lacturers s¢ lling to the mining industry should 
maimmtain 


lo regularly advertise every one ot your prod- 
teady sales and advertising pressure — ucts for which there is a market in mining in 
in this in portant n irket. The mining industry 


ENGINEERING AND MINING JOURNAL. 





There is no major industrial market in 
which a single publication enjoys such an 
unquestioned and unparalleled leader- 


ship as E&MJ enjoys in the mining in- 
dustry. 


a 





A McGRAW-HILL PUBLICATION 
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INDUSTRY SPENDS* 
MORE SUBSCRIPTION MONEY 
EACH YEAR FOR T. R. 


.than 1s paid per year for subscriptions 


to any other industrial publication of 


any kind—trade paper, directory or catalog 


(As a rule they pay nothing for any other buying guide) 


It is obvious why a substantial price is paid 
for T. R.— Nowhere else can industry secure 
such valuable, complete and accurate pur- 
chasing direction. It is obvious, too, why 
such a substantial group of advertisers habit- 
ually renew their representation to the 


important, exclusive T. R. clientele. 


most authoritative circulation data available. This stacement i 








E500 TR SMlwertisest 
Cunt Be Wrong” 


HABITUALLY CONSULTED BY ALL DEPARTMENT HEADS, REPRESER TING 
60% OF THE TOTAL INDUSTRIAL PURCHASING POWER OF THE U. S$. 
WHO ARE CONCERNED WITH WHAT TO BUY & WHERE TO BUY. 


96% ABC Paid Circulation 


THOMAS REGISTER 


461 EIGHTH AVENUE © NEW YORK I, WN. Y. 
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HOW IT WORKS” 
in the Field of Ak 42 


MAINTENANCE 


@' 49: IDeEeliad ‘. . . . « $250,000 ANNUALLY 


4 Under direction of Vice-President in Charge of Engineer- 
ing, all heating, piping and air conditioning maintenance 


ee One of World ’s Largest is handled by Superintendent of Maintenance who has 
crew of 400 employees (including 90 steam fitters). Neces- 
sary repair products and materials are purchased by the 
Company in accordance with Maintenance Department's 


Pharmaceutical Plants gy tT Ak 


~ALTERATIONS 


ployed in this midwestern plant ; . ° « $500,000 ANNUALLY 
— , ; Changes and alterations to present heating, piping and 
HE A I ING: All manufacturing air conditvoning systems are handled m same manner as 


buildings and offices are steam . maintenance. Required products are purchased by the Com- 
pany (as approved by Vice-President in Charge of Engi- 


heated. Power plant also provides 
‘\) neering), and installed by Company workmen. Changes 


steam for drying, evaporating and 
* and alterations run approximately $500,000 annually 
‘ 


5.000 to 6,000 workers are em- 


f This Company engineer—eo vice 
president — is in charge of all ‘ 
PIPING Aside from steam for heating, piping ond air condi ‘ 
heating and processing, piping sys tiening. He heads on engineer E x PA N Ss | Oo N 5 
ing department of 40 people 


As indiceted at right, All Fas Pa SEVERAL MILLION 


water, distilled water, compressed PRODUCTS must hove this men’s 
ait, gases required in manufactur approval Y ARS 
= and for waste disposal He has deen o poid subscriber IN NEXT Two E 

to HPAAC for many yeors. Not 
AIR CONDITIONING Approx only does he find HPAAC a con 


imately 5,000 tons of air condi tinvel seurce of information 
applicable to his work, but Engineering Department (with final okay coming from 


roduct processing 
tems are used for conveying plain 


Expansions to heating, piping and air conditioning facili- 
ties (mew systems in new or existing buildings) are han- 
dled differently. Specifications are written by Company's 


tioning are installed, used for 
each month the publication cir Vice-President in Charge of Engineering), and then jobs 


comfort conditioning, in the labo 

, , cvlates throughout his depart are let to contractors who purchase and install necessary 
FUtertes, BNE In Procuct processing ment and is closely read equipment. Products used must be as specified, or alter- 
500-ton centrifugal compressor (Name of both Company nate products selected by contractors must meet Company 
and engineer will be given Engineering Department's approval. Several million dollars 


, 
epen request.) will be spent on expansion work during next two years. 


recently placed in operation 











“Across the Board” Coverage @ @ 


Almost invariably, wherever you find a man in charge of 


there 


some phase of air conditioning, heating and/or piping 
you fed «a paid subscriber te HPRAC 

HMPRAC goes into practically every industrial plant doing 
its own work this Case History, an example. If the plent 
lets such work to contractors, you also reach the contrac 
tors with HPRAC 

Aad on new construction, where consulting engineers specify 
the requpred equipment, your advertising in HPRAC will reach 
them as well 

Certainly, if you have any product to sell in this tremen 
dously large and active market, the publication u bich gives you 
“ecves the beard” coverage should be your Number One Book 
That Number One Book ic unmistakably HPRAC 
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- GREAT-GROWTH INDUSTRY 


Advertising has been a long-range sales tool for R&IE. 


Today it faces the same exciting frontier. 


AT THE LEFT 1S A SIMPLE CHART chat cells a big adver- 
{ising story, and it's especially important to you if 
you sell your product co the “‘great-growth” industry 


Look at the quarter-page advertisement R&IE ran 
in Electrical World in 1913. 


Then take a look at the recent R&IE ad —a bleed 
spre ad in color. 


36 years of great-rrowth for the industry went 
by between these two ads. And keeping pace with 
the industry's vast expansion are R&IE’s advertis- 
ing, Electrical World circulation—and R&IE sales. 


Our first ads had to work mighty hard, like the 
rest of us, to help us carve a sound place in the in- 
dustry for our products (R&IE men tell us). “But 
we worked even harder on product design and engi- 
neering research, so you can’t give advertising all 
the credit.” 


Of course advertising gets only part of the credit. 
But therein lies the essence of the story. Since its 
small beginnings, R&IE thought of advertising as 
a permanent, useful part of its sales effort — not as 
something extra or added. R&IE foresaw the indus- 
try’s great growth, and made sure its own creative 
selling was big enough for the job. This meant 
consistent, “check the facts” advertising im the 


6000 


ADVERTISING 


PAYS 
IN 
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magazine industry men turn to for facts to help 
them do their jobs. 


Today, R&IE stands among the leaders in its 
field. And R&IE advertising still works hard at 
two big jobs: 


1. Every manufacturer who sells his product to 
this “‘great-growth” industry still faces the same 
challenging frontier he faced when the industry 
was young. Again this year this industry will spend 
more for capital goods than any ofher industry. In 
the next ten years this industry will double in size. 
The big rewards ahead will go to those whose prod- 
uct development and selling plans are big enough 
for the opportunity. 


2. In every industry (especially this one) men 
move and new names appear every hour. The one 
sure way to keep all of them aware of the perform- 
ance facts about your product is useful, fact-filled 
advertising in the one magazine they turn to for 
facts co help chem on the job. 


IN SHORT R&IE has matched the ° great- 
growth” industry in progress. Year in and year out, 
advertising has carried its share of the load in ex 
panding the R&IE market. Today, both R&IE and 
its advertising face the same big jobs—for during 
the coming decade this market will double in size. 


1 hh LR ONES EN I ean 


ew 








The five individual sections, thumb 
Indesed for ready relerence as illustrated 
ore features of DOMESTIC ENGINEER 
ING CATALOG DIRECTORY. By care 
fully studying the outline of each section 
below you will readily visualize the 
wealth | buying and specifying dote 
this oll purpose atalog directory makes 
evoilable to buyers ond specifiers in the 


industry 


Manufacturers’ Catalogs 
2 Reference Tables and Rules 
3 Classified Directory 
4 Trade Names 


5 Names and Addresses 


The New Edition 


of DOMESTIC ENGINEERING CAT. 
ALOG DIRECTORY includes buy- 
ing and specifying information on 
the following products and equipment 
* Heating 

Plumbing 

Insulation 

Water Systems 

Ges Appliances 

Refrigerators 

Kitchens ond Cabinets 
Domestic Laundry Equipment 
Frozen Food Cabinets 

Stokers, Oil Burners 

Electric Applicaces 

Air Conditioning 

Fans, Blowers 

Refrigeration 

Specialties 

Accessories 


Our Staff of Catalog Experts is available at all times 
to assist manufacturers and their Advertising Agencies 
in the preparation of catalog material. We are pre- 
pared to accept catalog material at any stage of 
preparation and follow it through to completion . . . 
or to handle the complete job of catalog layout, copy 
writing and final compilation and production as desired. 
Our consulting service on catalog layout and copy is 
available at all times . . . at no cost or obligation. 


THUMB INDEXED FOR READY REFERENCE 


contained in this section are the hundreds of catalogs of individual manufacturers 
prepared and assembled for quick reference on up-to-date buying and specifying informa 


tion available on products of each co-operating manufacturer 





Consists of hundreds of charts, tables, standard rules and layout diagrams and explanatory 
material necessary in the selection, co-ordination and design of equipment for heating 


plumbing, piping. refrigeration and air conditioning installations 





This section lists virtually every tnown product in the heating, plumbing and air conditioning 
and associated industries, under each product ore the names of all known manufacturers 


who mate the item. Cross references are used liberally throughout 





More thon 8.000 trade names are listed in this section. This is of vital importance to buyers 
and specifiers becouse many products ore known by their trade names rather than by the 


‘ 
monv'acturers name 








1 
2 
3 
1 
5 


This section includes the name, street address, city and state of every known manufacturer 


of heating, plumbing, air conditioning and allied products and equipment 
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fon HUSY AuyYEAS AND SPECIFIEAS 


of PLUMBING, HEATING, AIR CONDITIONING 
APPLIANCES 


INSTANTLY ACCESSIBLE The Mid-Yeor 
SUPPLEMENT is now being compiled to accommodate those 
manufacturers who were unoble to prepare or complete their 
catalog material for insertion in the previous annual volume. for 
new products which require advance showings before the next 
ennvol edition of DOMESTIC ENGINEERING CATALOG DIREC 
TORY ond for new monufacturers who want to ploce their prod 
ucts before the wholesalers and specifying engineers of their fields 
Buyers and specifiers welcome the opportunity to study new buying 
ond specifying information at regular intervals; therefore the scles 
minded manufacturer should grasp this opportunity for inserting his 


atalog material in the exceedingly low-cost DOMESTIC ENGI 


YOUR CATALOG MATERIAL PRE-FILED 


T HE Mid-Yeor SUPPLEMENT is the companion to the 
annucl edition of DOMESTIC ENGINEERING CATALOG 
DIRECTORY ond AIR CONDITIONING BLUE BOOK. Now 


is an excellent and economical time to begin your catalog 
service with the Mid-Yeor SUPPLEMENT for advance show 
ngs of new or additional products that you were unable 
to show in the large annual catelog. The Mid-Year SUPPLE 


MENT is now being compiled and will be distributed soon 


AND RELATED PRODUCTS AND 


NEERING CATALOG DIRECTORY. Moterial when properly de- 
signed is your best substitute for an actual demonstration or display 
of products. However, if your cotalog material is not available at 
that al! important moment when the order or specification is being 
written, it cannot be expected to do the job it was originally intended 
to do toward making your products easier to buy and specify. 

New buyers, changes in lines, the rapid return to o buyers’ market, 
all combine to make the forthcoming edition of DOMESTIC 
ENGINEERING CATALOG DIRECTORY even more valuable as 
a medium to corry your cetalog material to the buyers and 
specifiers and to keep it on their desks ready for instant use every 


business day of the yeor 


DOMESTIC ENGINEERING CATALOG DIRECTORY 


1801 PRAIRIE AVENUE 
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CHICAGO 16, ILLINOIS 











You can sell 


almost any type 


of product 
or service 
to meat 
processing 
plants 


like this’ 


Tell vour selling story to the 
plants worth selling im the 
§$12.500.000,000,.00 meat pac k 
ing held in the one public a 
tion that’s been the industry's 


Bible” for 59 vears 


THE 

NATIONAL 

PROVISIONER 

and ANNUAL MEAT PACKERS GUIDE 
FIRST IN THE FOOD FIELD 


Dearborn $t.. Chicago 3 


ested in bringing the 


tire porcelain enameli 


(i 


Balanced or Unbalanced, that, while your statements may not 
Let's Get lt Straight be incerrect, they certainly pack con 
siderable danger by facts left unsaid 


To Tue Eprron: Regarding the Copy N 


ou certainly must know that plastix 


Chasers’ review in your February issue 
” : : ' materials, despite a p ible low first 


ertam balancing machine com 


wi, the 


cost, are not famous for their weather 


bearing displacement 
— , j resistance, that they are extremely sub 
ombined tore md moment un 
, ‘ : ject to failure as a result of thermal 


na rigid body can be expressed 


changes in outdoor locations, that they 


ows cept whe I nd |, ar 
“ . x . where an ure attacked by practically all petro 
mtantis eqpud 

antiany equa leum base solvents, many of which are 


wrhJ typical of a gasoline station 


By direct comparison, porcelain en 


umel is extremely resistant to weather 


lisplacement 

inbalanced weight 

radius of unbalanced weight 
from rotational axis 

weight of body 


moments of Mertia about 


principal inertia axes 


distance of unbalanced 


weight from transverse prin 
cipal inertia axis XX 
distance of bearing trom axi- 
XX 


gravitational constant 


There is no expression for speed in 


. } 
this equation. The implication that un chemical atmospheres, heat or cold 
of practically all 


solvent solutions 


balance changes with speed rates 


types, and are formally guaranteed by 


InousTarar MARKETING a zero in dy 


the industry for a minimum of 10 years 


—_—" (For example, see picture of porcelain 


‘orhaps The ¢ opy ¢ hasers~ 
enamel store front. including signs, of 
Federal Detroit 


We think that it is unfair to give a 


t wishes to a well balanced maga Departme nt Store 


RK. R. Powsam. Varigraph Co 


m, Wis 


weduct with as many geod qualitica 
tions as porcelain enamel has for sign 


emain ’ 
— work, a black eve by a direct 


th atomic worle ; 
os tome . i El son of the type you have made 


someth neg ompari 

What 
shout letting us present the other side 
of the story D. C. MacDonatro, In 


strial News Servis Pittsburgl 


Plastics Vs. Porcelain Enamel? 
Asks No Comparisons, Please 
To Tue Eprror: If 1 are inter 
Wants to Promote Industrial 
Exhibits at Eastern Exposition 
To Tue 


n the heads of vo 
Eprror: | have read with 


st the editorial in the Feb 

of Inpustrian MARKETING 
Distributers Need More Ad 
Sales Helps 


have certainly chome 


ales Promotior 


ce 104 we have heen « impaign 
with manufacturers to give distribu 


and dealers greater cooperation and 


the facilitic n our Industrial 
Arts Building during innual East 
erm States | xpesition te nccomplish 
sone Efforts to date are proving 


n of this planning. It is, of 
ory 


Continued on Page 12) 
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Would you like to start more manufacturers using your ports or 
materials? That's a big job. Your salesmen know how tough it 
is to get into engineering departments—and that's where you 


must start. 


So it's a job for MACHINE DESIGN with its thorough coverage and 
high readership among 60,000 engineers. They spend more time 
with MACHINE DESIGN and return to it more often. It deals 
with their current problems—gives them the information they 
need ond rely on. 

These are the men you can't afford to miss—especially now— when 
product development and redesign are at their peak. If you want 


to be there when they write their specifications, put your product 
story in MACHINE DESIGN. 


A Penton Publication > Penton Building, Cleveland 13, Ohie 








Our Research Indicates 


.... that’s what we find happening 
to KEY Dealer and Manufacturer Relations 
in this Warm Air — Sheet Metal Market 


As a manufacturer in our field, 
here’s what is likely to happen to 
your dealer organization: 


First, some of your good dealers 
will go out of business. From 1947 
to 1949, our Field Surveys show that 
22% of the KEY dealers dropped 
from the “top-volume” bracket. 


Second, many of your good dealers, 


who do stay in the KEY group 
will quit your line and take on some 
other manufacturer’s line. Our 
studies show a 489% line shift among 
1947-1949 KEY dealers in that 
2-year period. 

Thus your marketing job ix FIRST to 
keep your present dealers sold; SECOND to 
sell other KEY dealers on your line; THIRD 
to get your share of the dealers constantly 
moving up into the top-volume class 

Yes, it takes continual selling effort to 
maintain a strong dealer organization 


Above data based on 1947 and 1949 
Surveys in the ARTISAN'S Continuing 
Study of Werm Air-Sheet Metal Distriby 
hen We invite you to write for com 


plete information 








HERE’S WHAT YOU'RE UP AGAINST 


Furnace lines handled by KEY dealers in 1949, in the 
cities surveyed, show the following percentage of shift- 
ing since 1947; 
44% are still handled by the same KEY dealers 
who handled them in 1947; 
36% are handled by different KEY dealers than 
those who handled them in 1947; 
20% are handled by KEY dealers who were not 
KEY dealers in 1947. 
Shown below is what happened to a typical furnace 
manufacturer having ten KEY dealers in 1947 in the 
cities we have surveyed. 


QA QQ § & QQ Q 
1947 [(y Uf San ep er te 
10 KEY DEALERS 


fy) ) J 

(QQ SX 2 2 
- mia i 
Two No Longer Four Still Key Dealers 
But No Longer Sell 


This Line 
QQ 
Bint 
Three 1947 Key 


Dealers Have 
Added This Line 


in Key Dealer Class 


miele 


Four Still Selling 
This Line — And 
Still Key Dealers 


| 


Two New Key Dealers Now Sell This Line 








Time aelielalel 
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Change!.. Change! .. Change! 





Manufacturer A 


| 


1947 


*In the Cities Surveyed 





YYy 
Yj, 15 KEY Dealers Total 
' 


Ny  f  f 
Wt Ys B.. KEY Dealers Total 


~ 10 KEY Dealers Total 


HERE’S HOW TWO MANUFACTURERS FARED’ 


Legend 


No Longer in Key 
Deoler Closs 


Key Deolers Who 
Dropped line 


typi 
YY 
Key Deolers Who 
Still Sell Line 


Key Deolers Added 





1949 YY me Se KEY Deolers Total 





Look to the ARTISAN 
to Help You Get and 
Keep KEY Dealers 


Through the ARTISAN you reach 92% of the KEY 
dealers who handle the bulk of all available work. 
In addition, you get 85% of the warm air-sheet metal 


KEENEY PUBLISHING COMPANY 


6 N. Michigan, Chicago 2 


Air Conditioning 
Headquarters 


Also Publishers of Heating, 
Piping and Air Conditioning 
for the Industrial Field. 


Service to Readers .. 


INDUSTRIAL MARKETING, April, 1950 


wholesalers plus 87% of the KEY sheet metal con- 
tractors—a concentrated coverage of TOP-VOLUME 
producers so essential to your sales success in this 
warm air heating, residential air conditioning, sheet 
metal contracting field. 


The ARTISAN has a 100%-paid circulation. It is 
both ABC and ABP, issued monthly — recognized by 
subscribers and advertisers alike as the NUMBER 
ONE BOOK in the warm air-sheet metal market. 


The ARTISAN belongs in every sales promotion 
program designed to get and keep KEY dealer outlets. 











(Continued from Page 8) 

course, slow work. We find that there 
is little appreciation on the part of the 
uninitiated that an exhibit with us is 

valuable from many points of view. 
In most of our contacts with manu- 
facturers, it is our experience that they 
are well acquainted with trade shows, 
but have little, if any, experience with 
ot a public show such as ours. We find, 
0 too, that most advertising budgets of 
0 gain manufacturers carry no provision for 
an effective merchandising display with 
e us, or with the dozen or more shows 
April 1950 n the United States with facilities and 
equipment adequate to produce results 
comparable with those obtainable at 


over the Eastern States Exposition. 


e I would like to have permission to 
April 1949 reproduce your editorial to use in our 
direct-mail campaign for selling 1950 


space. May we have this permission? 











Anpwian L. Porrer, assistant manager, 


. 
A ri | Eastern States Exposition, West Spring 
field, Mass 
* 
The Nevember issue of Wants to Impress Clients 


* With "Repeat Ad Study” 
Product Design & Development To Tue Eorron: I have just finished 
reading your study entitled, “The Ef 
® . ee fectiveness of Repeated Advertisements” 
carried more advertising than and frankly feel that it is one of the 
most intelligent pieces of research to 


be released in a long time 


any previous issue... 0 ate wo mach inprened that ws 
HERE IS THE RECORD, STARTING pene pig nine 
OUR FOURTH YEAR: Se ee ee 


Likes New Farm Section 


Ist ISSUE NOV. '46—31 UNITS in ‘Market Data Book’ 
= : ———— To Tue Eprror: We have our copy of 


——————— 
the 1950 edition of the Market Data 


NOV. ‘47 


.--85 UNITS Book, and we are especially gratified to 
: find that you have now included a new 
section’ on farm markets. The informa 


179 UNITS tion on tarm marke ts should be es pec ial 


ly useful to us, as manufacturers of 


= tee electric pumps and water systems, for 
216 UNITS which this is a primary market.—G. E 
So_paTos, advertising manager, Sta-Rite 


‘ 
Products, Inc., Delavan, Wis 


Sa watch ad go a 1950/ Our Gladsome Makeup 


Is His Sad Happenstance 





To Tue Eprror: By a very sad hap 
penstance of makeup, your last issue 
APR. ‘SO 256 UNITS contained the two articles that I wanted 
s to tear out and keep back to back 
Product Desi n & Develo m t Would it be possible to send me tear 
p en sheets for my files of the story “What 
It Will Take to Improve Your Show 
PUBLISHED BY FRANKLIN H. JOHNSON, INC. Exhibit."—J. A. Gurutu, sales pro 
138 E. 47th St. New York 17, N.Y motion manager, Gould Storage Bat 
Telephones: Eldorado §-70!!, Plaza 9-2536 tery Corp., Trenton, N. J. 
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REFINERY CATALOG 
CLOSES THE 


Gap HUNDREDS are 


ready to 7) | 4 


300 manufacturers catelogs 


aa 
in ewrrent edition 
a 


HUNDREDS are ready 


to Buy... . » « buyers find sellers 
heh Sea ..- Sellers find buyers 


(domestic ond export) 


PREFERRED—98% of oil processing plant buyers say they use The 
Refinery Catalog to specify, order and recommend equipment and materials, 
Through twenty years of consistent usage these engineers have developd the 
habit of “looking it up first in The Refinery Catalog.” 


THOROUGH — Refinery Catalog puts your catalog in the hands of buyers and specifiers and keeps it there. Copies 
are distributed to individuals responsible for 99% of refining, natural gasoline and petrochemical plant operations 
throughout the world—99.8% of U. S. operations. The companies themselves request RC, certifying the buying 
power of their personnel to receive copies. Name your prospects, and check them against Refinery Catalog’s dis- 





tribution list—shown by request. 


INEXPENSIVE —Eight pages for as little as $1,160—two-edition rate. Individually distributed catalogs—to make 
comparable impression—require expensive art work, paper stock, covers, facilities for mailing and padding to give 
size, weight and prestige—whereas Refinery Catalog is referred to for its own value. You can estimate, better than 
we, how much it costs you in lost sales to miss having your sales data at hand when a buyer needs it. Ask your sales- 
men, distributors, or customers in the oil refining, natural gasoline, petrochemical industry—they’'ll tell you enough 
to justify your investment in Refinery Catalog. The challenge to greater equipment sales is yours. ‘Accept it by 
letting The Refinery Catalog representative in your area prove the facts in this advertisement. 





CLOSING DATE for 1951 (18th) Edition PRINT-YOUR-OWN CATALOG fer distribution 
is July 1, 1950 in The Refinery Catalog? 


Scores of menufacturers do. Just odd 6,000 copies to your 
printing order ond send to the publisher for binding into 
the 1951 Edition. You get the some “world’s best” dis- 


REFINERY 
CATALOG 
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CLEVELAND CRANE 
& ENGINEERING 
COMPANY GETS ITS 
CATALOGS USED 





We began placing comprehensive catalogs in Sweet's Files some 
years ago only after our own studies and surveys convinced us 
that these files were reaching the cream of American industrial 
plants and were actually being used by engineers and executives 
influential in the purchase of our « quipment 

We have made vse of Sweet's service ever since because our 
constant surveillance of results and various studies prove that these 
files are performing an imp ortant sales function for us 

With a line like our Cleveland Tramrai!l overhead materials 
handling equipment that can be used profitably by nearly every 
plant of any size, it is a real problem to keep our catalog n the 
hands of the men who represent this widespread buying potential 
at a reasonable cost per sales dollar 

We know that Sweet's is playing an important role in helping 
us to cover the most important seqments of this ealeia f 31 

C. L. Peterson, Advertising Manager 


The Cleveland Crane & Engineering Co 
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Here’s the way 
Sweet’s Catalog Service 
works for you: 











CATALOG DESIGN 


Custom catalog design by Sweet's starts with 
consultation with you to determine whot 
information is needed to bring about the 
buying action you desire—specification, 
request for sales call, direct order. Then 
follows organization of the information in a 
basic pattern for making your catalog 

easy to use and to understand. Next comes 
selection of the most effective form for the 
clecrest statement of each foct—text, table, 
diagram, illustration. The result is a unit of 
buying information specially designed to 
bring you and your future customers together 
in the shortest time and with the least effort. 


CATALOG PRODUCTION 


Becouse of the great number of monvfacturers’ 
catologs handled each year, printing by 
Sweet's offers you the economies of quantity 
production with no sacrifice of quolity. 
You may order your catologs in any desired 
quantity — part to be distributed by Sweet's 
A 12-page catalog for and part, if you wish, to be delivered to you. 
engineers and - f you prefer, you moy print your own 
plant executives. Lateiobas catalogs and deliver them to Sweet's for 
- filing and distribution, in which cose charges 
ore lower than those for the complete service. 


CATALOG DISTRIBUTION 


When your catalog is distributed by Sweet's, 
itis delivered to prospects of top ronk 
buying power in the markets of interest 

to you. Sweet's spends more than $150,000 
yearly to locate, qualify and select the firms 
and individuals who represent the bulk of 
buying power in each market served. 
Furthermore, your catalog remains in the 
office of each recipient, instantly occessibie 
at all times. This is accomplished by 
distributing it in o bound, indexed collection 
(file) of focturers’ catalogs. According 
to thousands of users of these fies, this is the 
most effective method of getting catalogs 
used by prospective customers. 





SWEETS HANDLES MORE CATALOGS THAN ANT OTHER ORGANIZATION— 
IN 1950, OVER THIRTY-FIVE BILLION COPIES FOR 1148 MANUFACTURERS. 


DIVISION OF F. W. DODGE CORPORATION + 119 WEST 40th STREET, NEW YORK 18, N. Y. 


GETS THE RIGHT INFORMATION. - TO THE RIGHT PEOPLE... AT THE RIGHT TIME 
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if you're selling to the manufacturing industries... 


SELL THESE MEN AND 


ie 
VICE PRESIDENT a ae 


IN CHARGE OF OPERATIONS 














FACTORY SUPERINTENDENT 














” 
4 


A McGraw-Hill Publication 330 West 42nd Street, New * 





YOU'VE SOLD YOUR PRODUCT 


There is a good industrial magazine published 
for every management group 


in manufacturing .... FACTORY concentrates 


its circulation on the Plant Management Group 





nen 


In the manufacturing industries, all industrial magazines are 
edited primarily for management men. And there is a good 
industrial magazine published for every management group in 
manufacturing. 


The degree to which an advertising schedule can help your 
salesmen depends on the selection of the right management 
group and the best read publications serving that group 


A AE ELT AO REN tate Cpe lig. 


FACTORY is edited exclusively for and concentrates its circu- 
lation on the PLANT Management Group —the men in charge 
of operating industry's plants. This is the most influential group 
in the buying of most industrial materials, tools, equipment, 
and supplies, according to surveys of industrial salesmen and 
studies of manufacturers’ customer-prospect lists. 





Check for yourself among your salesmen — ask them to tell you 
which group is most important in the buying of your product. 
If it’s the Plant Operating Group, you know that FACTORY 
has more paid circulation and more readership among plant 
operating men than any other industrial magazine. 


Whenever you can study the reading habits of management men 
in industry, you'll find FACTORY first among men of the plant 


operating group. 


MANAGEMENT AND MAINTENANCT 





| ARERR: NE Ra 
1950 


1&7 


CATALOG FILE 


Carried More Advertising 
than any Single issue of 
any farm equipment pub- 


lication in history! 


® Over 240 pages of ad- 
vertising in this issue. 


@® Over 300 advertisers 


used this issue. 


* 


As usual... 


IMPLEMENT & TRACTOR 


led its field in total 
Advertising volume in 1949 


&TRACTOR 


KANSAS CITY 6, MISSOURI 


Trends 


A review, by business paper editors, of industry condi- 
tions that may influence industrial marteting procedure. 


Textile Aims Include Cost 
Cutting, Steady Production 


“Tempered optimism” for the year 
1950 in textiles is based on several fac 
tors: increased population, a high wage 
scale among American workers to sus 
tain demand, foreign aid to facilitate 
purchase of American products abroad, 
un as-yet unsatisfied demand at home 
and abroad for U. S. textile capital 
equipment, government procurement, @ 
credit structure, and 
native inventive genius 
better low - cost 


low-interest-rate 
im ever-active 
for devising even 
methods 

On the debit side, but unlikely to af 
fect the 1950 picture too much, are na- 


inflationary policies, 


tional long-term 
politic al alterations in our economic sys 
tem, heavy tax loads, and the ever- 
present threat of some aggression in a 
foreign field that may upset our way of 
life 

In looking ahead through 1950, mill 
management appears to be of the opin- 
ion that this year is to be a good year 
in the final analysis, even though com- 
petition i gomg to be keen. Prices 
may come down slightly under this stim- 
ulus of competition, it is felt; and yet 
such reductions will not become drastic 
because of various supports under raw 
materials and throughout the 
industry Plans revealed so far show 
that labor-saving devices and improved 


wages 


distribution methods are the fields in 
which unit-cost reductions will be 
sought 

The year 1950 should prove especial 
ly profitable for the progressive ele 
ments in our U.S. textile industry. Pro 
luction should be less violent in its 
fluctuations than it was in 1949. Mill 
purchases should 
developments should continue 


remain high. Ma 
chinery 
to advance at their rapid 1949 pace 
Basic and practical research will con 
tinue to find new fibers and new ay 
Finishing plants will con 
tinue to install even better continuous 


plications 
process ranges. Mill engineering will 
continue to 
And personnel work will continue the 
trend to value the individual over the 
RicHaro 
Textile 


emphasize the economical 


“group * 


editor, 


more intangible 
‘ scorTT assistant 


World, New York 


Expect Good Export Sales 
with Emphasis on Machinery 


The export outlook for 1950, as far 
as the sale of American industrial equip- 
ment is concerned, is encouraging. Last 
year our exports of machinery and 
equipment showed an increase, in con 
trast to the decline in export shipments 
in general, and were higher than at 
any time since the war. 

In spite of the “dollar shortage” 
which prevents the foreign market from 
attaining a full, natural level, ways 
and means will be found to buy unusual 
quantities of industrial again 
this year. Throughout the world atten- 
tion today is being given to the develop- 
ment of industry, communications, and 
natural resources, and first preference 
is therefore given to material for these 


goods 


projects 

At the present time the equipment 
for construction and road building is 
among the most active lines in export. 

American manufacturers of machin- 
ery and machine tools who do business 
with foreign countries recorded their 
feelings during a nation-wide 
study. Of this group 56% found that 
export business represented better than 
10% of total sales. Present export busi- 
ness volume was, in the case of 78% 
of the firms, considerably greater than 
ten years previously, and 77% reported 
that they were planning to spend as 
great or a greater amount on advertis- 
ing for export business in 1950 than 


recent 


during the vear before 

In Western Europe, ECA funds are 
becoming to a greater extent allocated 
to purchases of industrial items. Dur- 
ing two weeks in January this year, $42 
millions were allocated alone for ma- 
chinery, tractors, construction and min- 
ing equipment, engines, generators, etc 
The trend has, in fact, become top- 
heavy in favor of industrial items, with 
approximately 85° of the total funds 
being authorized for that purpose, with 
only $6 millions for food and agricultur- 

Rosert H. Jounston, pub 
{merican Exporter, American 


Industrial, New York 


al items 
lisher 
Exporter 


‘Industry and Power’ Narnes Hannon 

Justin Hannon has been appointed 
West Coast representative of /ndustry 
& Power, St. Jose ph, Mict His offices 


are in Los Angeles 
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Pick a Field 
that is Buying 


— ——— 


An 8 page outline of the industry's future — 
reprinted from the September issue of BRICK 
& CLAY RECORD is yours for the asking. Also 


a booklet on your sales possibilities. 
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You can get orders and 
profits out of Structural Clay 
Products, Refractories, Sewer 
Pipe, and Brick industries 


covered by 
BRICK & CLAY RECORD. 


No other publication 
can bring your message 
to this field. 


BRICK & CLAY RECORD 


The World's Leading Clay Journal 
5 SOUTH WABASH AVE. @e CHICAGO 3, ILLINOIS 








MODERN PRODUCT DESIGN CALLS FOR 


This circuit diagram points up some 
of the electrical design problems 
in the development of the Electro- 
Pure pasteurizer. Components of 
this all-electric machine include re- 
lays and switches, solenoids and 
theostats, electronic tubes and con. 
trols, transformers, thermostats, 
capacitors and coils; also a variable 
speed pump, motors and controllers, 
electrode heater, saturable reactors, 
timers, voltmeters, indicating and 
recording thermometers, wire and 
cable. Selenium rectifiers are em- 
ployed in the single-phase models. 
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Cl tiical snon-non 


Electrical operation typifies the modern product. It breathes life into metal 
fabrications. Transforms them into robots of power . . . control ... heat... 
light . . . sound 

Better utilization of electrical energy underlies the engineering thinking 
of today’s product designers. Electrical operation often is the base concept 
of the machine, as in the case of this Electro-Pure pasteurizer. 

ELECTRICAL MANUFACTURING penetrates deeply into all phases of product 
electrification and its related mechanical problems. No other publication continuously 
offers so much practical help and guidance in this sphere of design. 

Editorial features are timely, authoritative, incisive. Never superficial. They go 
to the roots of the engineering-design problems that are common to the development 
of all electrically operated products. These include the engineered application of 
electrical and mechanical parts, materials, metals, equipment, finishes. All are 
inherent parts of the broad editorial pattern. 

ELECTRICAL MANUFACTURING gets closest to the interests of its specific reader 
audience —the engineers and designers of all electrically operated products. 


ELECTRICAL MANUFACTURING gets you Closest to your market! 


wet “ 





\ 


| ye ee 
ye KN 

ASE act 

@ EDITED TO THE SPECIFIC INTERESTS \ wa an 

OF THE ENGINEERS AND DESIGNERS OF \ oF gait 


ALL ELECTRICALLY OPERATED MACHINES, 
APPLIANCES, APPARATUS AND EQUIPMENT 


THE GAGE PUBLISHING COMPANY 
Publishers to Industry Since 1892 
1250 SIXTH AVENUE e NEW YORK 20, N. Y. 
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»outhwest 
juilder Contracto 
eS EEE 


CONSTRUCTION 


cs : sy a . ' 


You can “hire” any one or all 12 of 


these experienced ‘salesmen 

and assign them to a territory in the 
construction market. These star sales 
men contact 62,000 men who will buy 
your equipment or materials. These 
salesmen sell by talking /oca/ bids 
local jobs, local methods, local 
people use any combina 

tion to blanket this multi 

billion dollar market or 

to concentrate in a 

aeographic section 


No other publication or 

group of publications cen 

match the coverege, the 

eeder interest and the o¢ 

portunity to sel! to specific 

areca as ld the 

P. regionals. Get the 

full story. Send for your 
booklet, “The Seles P 
of A. ©. PL” Write t 


G. L. ANDERSON. Se 
1022 Lumber Exchange 
Bide 


Minneapolis 1, Minn 


SSOCIATED 


CONSTRUCTION 


ULLETIN 


a me Mere~es" 
omar 


ONSTRUCTION 
UBLICATIONS 
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mranct 
™ Yr wea 


7] 5 : ; a 
This is useful in our engineering deparlmen’... 


McGRAW-HILL PRE-FILED (AQAA Ska, 
ELECTRICAL CATALOGS peter sre esg  « NP 


tion above) and delivered annually to key 
men in industry 





Myers-W haley Company — manufacturers 
f shoveling and loading machines is onc 
f thousands using McGraw Hill Pre-filed The job responsibilities of these men 

Catalogs to help them select and buy ma- are carefully checked to make sure their 
chinery, equipment and supplies im their product interests and buying influences 
espective helds ' ' parallel the product information pre-filed 

McGraw-Hill Pre-filed Catalogs offer in McGraw-Hill Catalogs 

convenient, speedy, helpful information 
to buyers in the Electncal, ‘Textile and 
Mining Industri 

By this useful serv 
catalogs are classihed, indexed by product, 


by company and trade name (sec illustra 


If you haven't as yet arranged for 
McGraw-Hill to pre-file your catalogs 
e, manufacturers’ with your customers and prospects, we ll 
be glad to provide cumplete information 
about this economical service 


McGRAW-HILL CATALOG SERVICE 


330 West Forty-Second Street, New York 18, N. Y. 


FLLERS <eeking ER e Advertising 


INDUSTRIAL MARKETING, April, 1950 








IN THE U. S. A—IT’S 
METAL PRODUCTS 


IN LATIN AMERICA 


TEXTILES 
DOMINATE 


the industrial scene 


HERE I$ THE 
MARKET 
o_: 


ff stity 
ii \ 


e@y 


Over $100,000,000.00 extra for U. S. textile 
machinery monrule- srers from export mar- 
bets in the first «icant months lest year. One 
third of this ($33,797,000.00) wos token by 


Latin-American mills. 


Latin-American business is good business 
lt does not 
financing, Marshall Plan or other grants 
It depends solely on the prefer 


depend on shot-in-the-arm 
iun-aid 
ence for American equipment created by 
American The vast me 
jority of textile equipment manufacturers 
use TEXTILE PANAMERICANOS to 
create and maintain preference for their 
It ie 
the low-cost way to do the job effectively 


manufacturers 


equipment in Latin-American mills 


Because the United States buys millions 


of dollars in coffee, rice, oils, ores and 


other products from Latin-American 
countries, they have a continually-replen 
ished fund of dollars for the purchase 
of designated essentials. In these licts of 
textile machinery stands very 
available 


where 


essentials, 
high. It 
dollars in country 
dollars are controlled. This results in 
EXTRA sales for those who go after them 


gets preference for 


almost every 


sells them because 
lt “velks their lengeege.” 


570 7th Ave., New York 18, N. Y. 
24 


in Industrial Marketing 


By KEITH J. EVANS 


Name and Address Fill-Ins 


We are beginning to develop a 
mail pro 
gram and are confronted with this 
should we fill in names 
and addresses on all letters or use 
a general title or subject? | am 
caught in the middle because be 
fore the the 
personalizing of all letters with a 
fill-in and personal salutation 
Through the war, because of the 


rather extensive direct 


question 


war, | recommended 


high cost of fill-ins, we have gotten 
away from this 

Now the question is 
get back to the 


should we 
personalized ap 
proach or continue to use the gen 
eral title? —-Apvertising Manaces 
Frankly, we are in the same boat. 
We have seen many tests over a period 
of years that tend to prove that the per 
sonal fill-in and pen written signature 
were very worth while in securing a 
higher number of replies from letters. 
Now, 
fine records of replies with only a 
title 
you carefully test these two methods 


however, we are seeing many 


For this reason we suggest that 


with your own direct mail. 

Cutting a mailing in half is easy, 
using one method on one group and 
one method on the other, which will 
satisfy you as to which method is 
better 

As a matter of fact, we urge you to 
test not only these two methods but, 
in addition, test color, paper, whether 
not a letterhead is needed in ordet 
to avoid the cost of a second printing, 
color of multigraphing, color and type 


of posteards for reply, ete 


Past Records of Value? 


I asf year | was promoted tron 


assistant advertising manager te ad 


vertising manager and I am begin 
about for ideas 
As I go for 
I find that it would be 


he Ip il if my predec essors had ke pt 


! te cast new 


and be tter me thods 


ward in this 
records of what had been done dur 
ng thre 

If I only had a record of the re 
that 
If T only had a copy of advertise 


past year 


ilt« from this of campaign 
might 


For 


beginning to 


nents run years ago, there 


im some gems among them 


asconls I am 


these re 


build up a modest permanent file 
that will be of help to me as the 
years go by and help also to the 
person following me. 

What is your opinion of this situ- 
ation? Is it bad to look backwards? 
Is it a waste of time to keep records 
for some lad who will be succeed- 
ing me one of these years and who 
will probably not be interested? 

ADVERTISING MANAGER 


There is, of course, a happy medium 
in all things. Some advertising man- 
agers tend to keep entirely too many 
records and some keep none at all. 

We would recommend that you hold 
on to copies of all advertisements, di 
rect mail pieces, letters, catalogs, etc., 
with a record of all important results. 
Keep these down to a minimum. If 
we save everything, no one will take 
the time or trouble to use it. With a 
record and file of the best, you will 
have an invaluable aid through the 
coming years and a great help to 
follow you. 


whoever may 


Personal Interest and Action 
Our line of material and equip 
ment does not lend itself very much 
to personal interest and action, and 
I find it difficult to secure attention 
getting photographs or drawings 
I frequently work along these lines 
but usually brought back to 
earth by our sales manager or presi 
full re 


dent who wants to see the 
touched picture of our product in 
the middle of the 

I realize that 
dividualized problem 


page 
this is a 
but perhaps 


very im 


someone else may have a slant on it 
ApveRTISING Manacer 


Your problem is common to prob 
ably 99°% 


the country. 


of industrial advertisers of 
Industrial products are 
work products—not play products 
though some of course lend themselves 
to interest and action better than 
others 

We would urge you to use your im 
agination and try particularly to 
watch for suspended action. 

You may remember as a little boy 
you looked for minutes, if not hours, 


at a certain picture of a villain falling 


(Continued on Page 121) 
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In the petroleum processing industry... 


they read it.. prefer it 


More than 2,800 key men who recommend, specify Petroleum Processing has been able to rapidly 
and buy refinery equipment, materials and special capture reader preference because of its alert 
services . . . the largest number ever to express editorial policies. Its specialized content includes 
a preference concerning refining magazines... tailor-made articles designed to fit individual read- 
told Fact-Finders Associates, Inc., that Petroleum ers’ current needs, and balanced subject interest in 
Processing is the first choice of refining men in all every issue. A preponderance of exclusive material, 
combinations of purchasing influence of practical, rather than pedantic character, and 
For example: 1,834 engineers, superintendents comprehensive staff reports are presented in pleas- 
and foremen, the men who influence the selection ing, readable style, 
and purchase of refinery equipment, stated that It is paying more advertisers to reappraise their 


>, .. > . » 
91.4% of them read Petroleum Processing media values in the refining market. Ask your 


41.30% of those who read it, prefer it to all other Petroleum Processing representative to give you the 


refining publications facts on the fastest growing magazine in this field. 

This preference is greater than that expressed 
for the next highest of the four competing 
books surveyed 

To many buyers of space, it is difhcult to realize 
that a new publication has taken over top preference 
in a field which older publications have dominated 
for 20 to 40 vears. Petroleum Processing has done 
exactly that. Its greater preference e¢ among re- 


fining readers has been attained in the short 





three years of its existence. This rapid de- 
elopment has completely upset established 
nedia values in reaching the petroleum pro« 


essing market. 





© Greatest Market Coverage 


Top Reader Preference 


@ Lowest Cost Per 
1000 Readers 


FOME DELIVERED! Eighty per cent of Petroleum Processing's 
feaders receive their copies af home. The convenience 
of this home deiivery hos stimuloted rapid growth in 
reader preference. It affords leisurely reading, greoter 
concentration on both editorial and advertising poges. 


1213 West Third St., Cleveland 13, Ohic ... Offices in New York, Chicago, Philadelphia, Houston and Les Angeles 
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Foundrymen continue to investigate ay 
every possibility for getting more efficient 
operation out of existing capacity. Equip- 


ment, materials and supplies = ._~ that 


promise increased output pepe and lower 


production costs “: are given careful 
study. But the kind of reception your sales- 
men get depends a great deal on 
how well the foundrymen have been pre- 
sold on the advantages of your prod- 
ucts over those of your competitors. 


The key to this active market is THE FOUNDRY. 
Because 96% of the readers tell us they spend from ‘2 to 
3 hours and more reading THE FOUNDRY and 98% 
read the advertising pages, it assures you a buying 
audience for your sales messages. For a closer look at 

this market, send for the complete package of 
“FOUNDRY MARKET FACTS.” 


A PENTON PUBLICATION 
PENTON BUILDING, CLEVELAND 13, OHIO 
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‘ me sell to the 3 billion dollar 
it and Quarry Industries. ve 


your pes! salet Wtleiny 
is PUT end Cldetfapy 





THE MARKET— THE READERS— THE PUBLICATION — 





Somer: Pill and 
QUARRY 


538 So. CLARK ST., CHICAGO 5, ILL. 


YARDSTICKS... 


TEXTILE WORLD IS lope 


Among Magazines 


That Serve Textile Mills 


fo S in total circulation, in U.S. circulation, in buying- 
power circulation (ABC Classes 1 & 2), in circulation gains 
during 1949 


fops in advertising volume—whether measured in total 
pages, in money invested by advertisers, in percentage of 
total pages in the textile press, in number of firms advertising 


fops in readership— preferences expressed by textile-mill 
officials for T. W. exceed those for next four magazines com- 


bined, as shown by consecutive industry-wide tests made 
by the Bureau of Applied Social Research of Columbia 
University 

Would you ask anything more of the paper to carry your 
sales message to the six-billion-dollar textile market? 


And, for the last half of the year, here are the high-spot 
issues 

* suty—Half-Century of Progress Issue, based on 

the Atlantic City textile-machinery show 

against a background of the technology of 1900 

* sepTemMBEeR—The 26th Annual Synthetics Number, 
coupled with the guide to Southern Textile Exposition, 
Greenville, S.C 


* november — Annual Mill Check-Up Number, 

giving the textile man a survey of the renovation, 
modernization, and expansion of the industry 

during the previous twelve months, coupled with a report on 
the year’s improvements in equipment and supplies. 


Also — the June issue features materials-handling equipment 


ec--8? TEXTILE WORLD | 
aes eeete 1988 


ipe\in the mill”? “7 


raw-Hill Pubticgtion, 330 Wesh Sand ey | 
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PIII 


MR. T 


*Typical Metal Pr are 


iapenw ing Stews 
- 


reads, is influenced by 
and acts on ads like this! 


More than 20,000 Metals Engineers read 
Metal Progress regularly. They depend 
on it to bring them technical information 
that is so necessary in enabling them to 
properly specify, recommend and in many 
cases actually purchase the material, 
equipment, supplies and processes used 
by their companies. 


And these Metal Progress readers spend 
as much time reading the advertisements 
as they do reading the articles. That's 
important to you as an advertiser of 
products and services used in the metal 
industry. When 88% of the readers of a 
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magazine specity, recommend or pur- 
chase and with 99% of them reading the 
ads—with 96% being influenced by them 
—and 76% acting on them within a year 
—aren't these reasons enough to put 
your advertising in Metal Progress on a 
regular schedule like Electro Metallur- 
gical Division, Union Carbide & Carbon 
Corporation is doing? 


Let us send you a report of a survey by an 
independent research organization that 
proves the effectiveness of Metal Progress 
advertising. Write to us at 7301 Euclid 
Avenue, Cleveland 3, Ohfo 








another gigantic part of 


the railway market 


ailway motive - 


new equipment 
modernization 


maintenance 





ARE YOUR PRODUCTS USED HERE? 


Diesel-Electric Locomotives 


Electrical Shops 


Steam Locomotives 


Steam Locomotive Shops 


and Engine Terminals 








Over $800 million has been spent in the past four years 
for new locomotives alone —exclusive of maintenance, 
repairs and shop modernization—that’s a dramatic high- 
light of the American railway industry's four billion dol- 
lar post-w ar improve ment program. 

The great majority were Diesel-clectrics. Orders. are 
continuing in 1950—the fifth consecutive year of heavy 
locomotive buying. 

Purchases of motive power provide an initial and re- 
placement market for a wide variety of parts, appliances 
and supplies. They have multiplied the need for new 
Diese! maintenance facilities: for electrical products and 
electrical repair shops; for servicing and fueling facili- 
ties, 

The men who are responsible for authorizing these 
purchases and specifying the equipment, tools and ac- 
cessories are (1) the policy-making top management 
railway officers and department heads, who are regular 
readers of Railway Age and (2) the technically-minded 
mechanical department officers and supervisors who 
work with motive power every day and who are regular 
readers of Railway Mechanical and Electrical Engineer. 

Railway Age and Railway Mechanical and Electrical 
Engineer are your most effective sales approach to the 


railway motive power and locomotive shop field 


USE RAILWAY AGE — Final buying decisions are made on 
every major purchase for these and 

RAILWAY AGE all other departments by top man 
agement of railroading. Railway 
sader: de tangs Fest Age is read by over 90 of this 
seepage management group which you must 
—— reach for favorable consideration 
ind approval. Railway Age reaches 
the entire range of executives, de 
partment heads operating and pur 
chasing officers, including. of 


mecerned with motive power 


course. the officers most closely 


headquarters for Railway Marketing Information 
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power 


Railway Age gets top priority re aiding by this larger railway 
group and stands first in industry prestige and influence. It 
is the railway industry's authoritative weekly magazine. It is 
the only railway business publication that covers the whole 
held of important developments while the news is news. 
Railway Age, with its complete reporting on the business 
of railroading, provides breadth and depth of coverage un 
matched in the industry. That's why it leads the field in ad 
vertising volume and in number of advertisers. Again, in 
1949, Railway Age carried more advertising pages than anv 
other two railway business papers combined. Use Railway 
Ave to speed the acce ptance of your produc t by management, 


by presenting your product's efhiciencies and economies 


USE RAILWAY MECHANICAL AND ELECTRICAL ENGINEER— 
Railway Mechanical and Electrical 

Engineer deals speci he ally with the wechanical pm 
problems of the railway mechanical Electrical Engineer . 
and electrical officers, who are re S 
sponsible for cars and locomotives 

and for the maintenance of rolling 

stock. You should reach these off 

ers for they specify the mater 

ils sper ialties and equipment. the 

machine tools and other supplies 

used in railway shops and are re 


sponsible for securing maximum efhciency from their use 


Railway Mechanical and Electrical Engineer is the out 





standing medium for meeting these men on their own 
ground, and effectively selling them on the merits and ad 
vantages of your produc ts. because it is the public ation de- 
voted to their special interests and problems. It keeps its 
readers abreast of practical developments and provides a 
medium for the interchange of ideas on their current prob 
lems. No other public ation devotes full attention to this spe 


cialized branch of the industry 


SEND NOW FOR: “Dicsel Locomotive Statistics.” a compilation listing the number, types, and horsepower of 
Diesel-electric locomotives in service on individual railroads at the end of 1949; also “Diesel Locomo- 
tive Repair Shops,” a list showing the location of Diesel repair facilities at 280 points on 69 railroads. 


# SIMMONS-BOARDMAN PUBLICATIONS 20:22) “ss8sens: 
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how 


McGRAW-HILL DIGEST (> 
is helping 
nine U.S. firms 


eash in on the 


$679,000.00 


chemical 








export market 


Catch the eyes of the men who make o manulacturers are using its pages to get thei 
influence the buying decisions and you'r share of this year’s estimated $675,000,000 
close to the order. In export, the quickest chemical export market. Phone your 
surest...and often the only way...to reach McGraw-Hill Representative for information 
these men, is through the right business on how MeGraw-Hill Digest can help you 
papers. The right business paper is one for reach the eyes of the men who do the buying. 
which, year after year, executives pay money Or write the McGraw-Hill International 
MeGraw-Hill Digest is such a publication Corp., 330 West 42nd Street, New York 18, 
That's why these nine leading chemical New York. 


Chemical Advertisers 
ONLY McGRAW-HULL @ GIVES YoU... in McGraw-Hill Digest 


® ABC Audited Circulation ene ls show vitalit American Cyanamid Co 
you know who is readir terest of readers Dow Chemical Co. of Canada, Ltd 
r sales message and whe E. |. duPont de Nemours & Co 
* Experience in W orld Busi 
" 


the sre locat Aichigan Chemical Corp 


Ness counselling, researc Monsanto Chemical Co 
® A Perfect Climate for Sell translatior merchandising @ Pennsalt International Corp 
ing for specialized selling tilable to all advertisers B. F. Goodrich Chemical Co 


tue 
1 f paid subscriptions an Aiuminum Import Corp 


Uniox Carbide & Carbon Corp 














| T INTERNATIONAL CORP. 
M ( R A \/ H | World-Wide Headquarters 
+ J L - ' 4d for Business Information 


BRANCH OFFICES \tlanta, Boston, Chicago, Cleveland, Dailas, Detroit, Los Angeles, Philadelphia, Pittsburgh, St. Loui», 


San Francisco, Washington, Buenos Aires, London, Rio de Janeiro, Mexico City, Frankfurt, Paris, Bombay, Melbourne, Tok» 
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Gump Mail-Order Advertising 
Builds Successful Machinery Business 


Selling without salesmen, this industrial supplier uses adver- 


tising exclusively to bring engineered, specialty products to 


By G. D. CRAIN, JR. 


F your advertising had to carry the 

entire sales load of your company, 
how do you think it would stand up? 

Maybe it would be different; per- 
haps it would be better. At all events, 
it might contain a lot of valuable ele- 
ments that are missing from the ad- 
vertising of companies which rely on 
salesmen and distributors to close the 
business and harvest the orders for 
which the advertising is presumed to 
have prepared the way. 

These comments are suggested by 
the experience of a 78-year-old Chica- 
go machinery house, the B. F. Gump 
Co., which has been selling its line of 
sifting, feeding, mixing, 
packing and packaging 
mail-order methods 


grinding, 
weighing, 
equipment by 
since 1872—and is entirely convinced 
that for its particular situation this 
is the best method of getting business 
from its markets. 


Lower Sales Expenses 


The company is not one of the 
largest industrial equipment enter- 
prises in the country, but it does an 
annual business running into seven 
figures, and occupies a fine com- 
petitive position in the flour and feed, 
coffee, chemical process and food in- 
dustries where its sales are concen- 
trated. It has recently moved into a 


highly selective markets. 


WILLIAM M. WILLIAMS 


. the name, Gump, is an asset. 


new and modern plant. It believes that 
it can produce a better product for 
the same price, or as good a product 
for a lower price, than its competition, 
by virtue of its lower sales expense. 
But it does not suggest that it has 
found the universal panacea for all 
industrial marketing problems. On the 
other hand, an associated enterprise, 
the Gardner Wire Co., whose prin- 
cipal products are industrial springs, 
is in a highly competitive field, and 
sells entirely through sales represen- 
tatives in the principal industrial 
markets. So it all depends on the type 
of product and the method best 
adapted to a particular situation. 
William M. Williams, chairman of 
the board of the B. F. Gump Co., and 
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its principal owner, entered the busi- 
ness in 1907, when the company was 
small and struggling. He has seen it 
grow into a highly successful opera- 
tion, and even believes that its name, 
which suggests the well-known comic 
strip character, is an important asset. 
He owns the original drawing of the 
Andy Gump strip made by the late 
Sidney Smith when the feature was 
introduced by the Chicago Tribune. 
Ralph E. Williams, his son and now 
president of the company, started in 
the Gump organization as advertising 
manager, and is thoroughly convinced 
(Continued on Page 110) 


Gump 
EQuIPMENT 
BULLETIN No. 102 


BECAUSE catalog information is 

keyed to current price lists, catalogs 

such as this for flour mill equipment 
are used unchanged for five years. 
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NDUSTRIAL ADVERTISING is 

looked upon by many advertising 
agencies with the same lack of enthu 
siasm that a high school sophomore 
might have tor pablum 

But industrial advertising fathered 
many of America’s great agencies. It 
is now at least a $400,000,000 a year 
business that supports, wholly or in 
part, uncounted thousands of printers, 
exhibit builders and specialty houses. 
It has developed a whole new school 
of photography and has pioneered 
visual education 

With these contributions and this 
present stature, industrial advertising 
and the business papers serving indus 
trial advertising soon can expect some 
of the fiercest competition that they 
have ever « xperienced 

That is a perfectly normal deve lop 
ment It has been characteristic for 
competition to grow as an industry or 
1 manufacturer grows 
take our Delta divi 
sion Ly lta proner red the use of small 
Through 
hard work and promotion the market 


As an ¢ xample 
power tools for hobby shops 


was expanded and developed and it 
ume to look increasingly attractive to 
sm) ithe reasingly large number ol other 
manufacturers, who have entered the 
field. Of course. many have fallen by 
the wavsice and others have found 
that it’s a toug h business hut the grass 
1iwavs looks greener im the other 
fellow’s vard 

In industrial udvertisin likewise 
the market has hecome iners 


mmpetitive here suse it has looked more 


singly 


fertile 
gain return to those cold 
mes of the "30's when th 
story is told that a salesman making a 
western trip died in a hotel room in 
San Francisco The hotel manager 
wired the salesmar home office for 
instructions and ta wire m return 
Please 


sear h 


which re ad. “Regret passing 


return samples express ind 
hoady for orders.” 

The followir is not an all-inclusive 
list. but 1 heliewe 


petitive factors will be 


that these truly com 
important mn 
thead and are 


to produce 


the vears immediately 
wst likely 
present publishing and space selling 


char gee in 


methods 
1. Discovery of the strial field 
y ceneral mararines Mi my i f vou 


sav that this is ta new problem 


“ 


34 


How Business Papers Can 


Meet Their New Competition 


8 factors that will change the business paper picture for 


both sellers and buyers of space—and suggestions to pub- 


lishers for meeting the changed situation. 


By WILLIAM A. MARSTELLER 


Vice-President 


‘ 
« kwell Mta 


Pi 


and, of course, it isn't, for The Satur- 
day Evening Post and other magazines 
have been carrying industrial adver 
tising for many, many years. 

In the degree that it will be a com- 
petitive problem, however, it is new, 
for the mass magazines are using 
much more of their ammunition on 
the industrial field than they ever have 
before, and there is ample reason to 
believe that their concentration on the 
industrial field is a continually in 
reasing program 

There are a number of reasons for 
this growing interest in the industrial 
field 

First is the apparent attention the 
ndustrial advertising business has at 
tracted to itself simply by its rate of 
rowth. The index figure for business 
paper space as contr usted to the base 
period, as shown in several advertis 
trade magazines, indicates one of 


the highest cains of anv advertising 
edia 

Second. immediately after the war. 
extent during the war 


funds 


than ever he 


ind to son 
many ndustrials had larger 
ivailable for advertising 
fore They were. therefore ible to 
ntinue a product selling job in the 
siness papers and supplement it 
institutional job in mass 
edia 

Third, the faith of many large in 
lustrial suppliers has been re-estab 


ev h ive gotten 


from expanded advertising programs 
Fourth, 
temptation of the small company, see- 


there is an ever-present 
ing its larger competitor using mass 
magazines, to do the same thing, even 
though the large competitor can afford 
to do both a product job in the busi 
ness papers and a broader job in the 
mass papers and the small company 


can't. 


Trend to Consumer Field 


Management men, as readers of 
weekly 


publications, are 


news magazines and similar 
often easy to per 
suade that one large general paper is 
better than a dozen business papers 

And so we have seen an increasing 
trend of small companies spending 
more and more of their total adver 
tising dollars in mass media. You 
may have noticed, too, that recently 
several small industrials have broker 
relationships 


off advertising agency 


of manv vears’ standing to move t 
larger igencies genet ally preoce upied 


with the onsumer field 


2 The trend towar / 
} 


concentratio 
if eld fo elimir ale 
This trend is 


traceable to the increasingly 


spon leaders in eac 
circulation duplicatior 
partly 

od information available on dupli 


cating circulations Consequently 


manv rdvertising managers are now 
in a position to decide whether or not 


thev are willing to pav as much to 
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reach the last 5‘¢ of circulation in a 
given market as they did to reach the 
wurst 95%. 

in turn, this means that the leading 
books are getting thicker, with more 
inserts, more color, more spreads; and 
hence, to make an impact, many adver 
tisers feel that it is necessary to follow 
suit. There is, therefore, a strong 
temptation to go in for color and extra 
“pac e in one or two business papers 
7x10” black and white 


pages or fractional space in a large 


instead of 


number. 

3. Segmentizing. This is a coined 
word which to me means the tendency 
of many publishers to split off small 
segments of the total field into highly 
specialized small groups. This must 
be tempting from a publisher's stand 
point. 

Many fields are now saturated with 
segmental magazines. Take the pe- 
troleum field, for example. If you ex 
amine all the business papers with 
specialized appeals, you will come to 
the conclusion that the only field left 
for a new magazine would be one 
addressed solely to assistant drilling 
superintendents between the ages of 
30 and 40. 

Segmentizing has had two effects 
First, it has pushed many advertisers 
into the magazines that come closest 
to blanketing the major fields. Se« 
md. it of course tends to set up com 
petition between the segmental maga 
zines within a field. 

It might also be pointed out that 
many manufacturing businesses do not 
lend themselves to a marketing break 
down which follows the artificially 
established segments arrived at by the 
publishers within a field 

1. Result analysis. There has been 
much churning of the waters in recent 
vears about tracing results of indus 
trial advertising l have undoubtedly 
idded as much as anyone to the gen 
eral confusion by arguing that many 
troubles of industrial advertising man 
agers stem from their inability to pro 
vide management with adequate 
checks on results. 

Many advertising departments and 
industrial agencies now are making 
onscientious efforts to prove results 
If this trend grows. your publications 
in the business paper fields must live 
ir die by traceable results 

Since vour life may be at stake. per- 
haps you ought to become experts at 
result analysis. There 
many vardsticks and the best is sales. 


are. of course, 


it is also often the hardest yardstick 
to establish. Among the other yard 
sticks are inquiries. Inquiries have the 
advantage of being concrete, easy to 
stimulate and are often necessary in 
order to actually trace sales back to 
advertising. 


Do Publishers Know Copy? 

| read in the advertising trade press 
that there is a school of thought which 
holds that inquiries have been over- 
emphasized and certainly I don’t con 
sider them the only yardstick or the 
But they do provide 
one means for checking results open to 


best vardstick. 


almost any company, regardless of the 
size of the budget, the size of the ad- 
vertising staff, or the type of product. 
Few research techniques are ever 
100% 
concerned, halitosis is still better than 
no breath at all. 

If more industrials turn to result 


efficient, and as far as | am 


analysis as a part of media selection, 
the time is likely to come when pub- 
lishers as a matter of self-protection, 
will have to get interested in copy 
themes. Publishers are going to have 
to give some thought to what happens 
to the page of white space they’re sell 
ing. 

They may have to enter the touchy 
realm of advising the advertiser and 
tech- 
niques, so that space run in their pub 


the agency on result-getting 
lications will compare favorably in re 
sults with space run in competitive pa 
pers or dollars spent in other competi 
tive media fields. 

5. The trend toward cost analysis 
The true costs of advertising are, of 


These Slow Space Selling 


LE RESULTS 


ALM OF TRACEAB 
JS An0T ENOUGH COST ANALYSIS 
~ ~~ 
S>\“— 170 MUCH SEGMENTIZING 
»! BETTER TRAINER 


NON-GULLIBLE BUYERS 
“ferro iat-apverrising bap 


course, not thousands or hundreds of 
thousands or millions of dollars, but 
are rather dollars or cents or mills per 
reader, per inquiry, or per product 
sold, 

These are unit costs. Unit costs 
have long been used in a half-hearted 
way in newspaper advertising and are 
becoming increasingly common in the 
industrial field. 


[nit costs can be another excellent 
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yardstick for the comparison of one 
media to another, and within a given 
type of media, of one magazine to 
another. The cost per potential reader 
or the cost per inquiry developed, as- 
suming the same ad is used, is a very 
revealing comparison. 

One thing is sure—the use of cost 
analysis causes an advertiser to expect 
basic relationships between price and 
value. 

6. The widening editorial gap. Have 
you ever taken a selection of maga- 


These Will Speed It 


ASELL MARKET Ist, PAPER 2np. 
9~“_ADONT SPLIT CIRCULATION 
<= \—{AWALYZE RESULTS 
22’ {APPLY COST ANALYSIS 


an 


‘ioe UP EDITORIAL 


KNOW YOUR MARKET 


zines from a dozen or so different busi 
ness paper classific ations and com- 
pared an edition of today with one of 
20 or 25 years ago? 

If you do, I believe you will con- 
clude as I have that the improvement 
in the advertising pages is far greater 
than the improvement in the editorial 
pages. 

It is rather ironic that publishers, 
while providing funds for the Associ- 
ated Business Publications and other 
educational campaigns to teach the 
advertiser better techniques, have 
failed to keep pace with the procedures 
they recommend. 

They have taught the advertiser bet- 
ter use of color, the advisability of 
dominant illustrations, the sales pos- 
sibilities inherent in a variety of type 
faces, the difference in readership 
between a good and poor headline, 
and the wise investment of time and 
money necessary to collect case his- 
tories, field reports and technical data 
that can be presented to the prospec- 
tive buyer in the form of a few words, 
or better yet, in charts, graphs and 
blueprints. 

On the other hand, business paper 
editorial pages are still often barren 
of color. Cuts are often small, appar- 
ently to save engraving costs. Type 
faces are often unchanged through 
several decades. Headlines are often 
simply words in type to fill a space 
rather than a revealing and provoca 
tive showcase for the article to follow. 

There are. of course, notable ex- 


(Continued on Page 130) 
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Census Shows Where Metal 
Working, Producing Gained 


No. 2 in a series 


What the U. S. Census of Manufac- 
tures reveals about the condition of 
the metal producing and metal work- 
ing industries is reported and ano- 
lyzed in this second in a series of 12 
articles discussing market data from 
the new census. Each month ao sepa- 
rate industry will be appraised. Next 
month the industry covered will be 
power and public utilities. 


CIENTISTS and military men tell 
S us that we are living in the atom 
but 
are still 
Metal is 


con 


age. For them, this may be true 
for the 


very much in the metal age 


average person we 


factor im our 


backbone 


a « } hour a day 

Metal is the 

of American industrial might 
Im 1947, the 


more 


sumer living 
metal working indus 
than 50.000 sep 


boasted of al 


try imecluded 


arate establishments 


moet O.O00L000) employes accounted 


for more than $29 billion in value 


sdded by manufacture and spent $2 


billion for new plants and equipment. 

The huge size and major importance 
of the metal producing and metal 
working market is 
shown by the fact that they account 
for six of the 20 industry 
groups into which the Bureau of the 
op- 


industries as a 
major 


Census divides manufacturing 
erations. 
\ summary from the 1947 Census 


of Manufactures (Table 1) 


shows 


INDUSTRIAL trucks and tractors, 

like these of International Harvester 

Co., were made by 197 establishments, 
added $81,789,000 in value. 


that the six classifications of the metal 
producing and metal working indus- 
tries account for 20.9% of the nation’s 
plants and 39.4% of the value added 
by manufacture. Of the $2 billion 
spent by the industry in 1947, $1.3 
billion went for new machinery and 
equipment. 

In other words, the metal producing 
and metal working industries showed 
a gain of 243.5% over 1939 in value 
added by manufacture, compared with 
201.5% for all producers. And if the 
metal industries were excluded from 
both the 1947 and 1939 census, the 
1947 tabulation would have shown an 
increase of 179.3% for the re- 
mainder of manufacturing. 

Expressed in the universal language 
of the dollar sign, this means that the 
metal producing and metal working 
created $3.5 billion of 
wealth and above normal ex- 
pectations, based on 1939 ratios. 

It might be expected that those 
charged with supplying this vast in- 
dustry would adopt a policy of con- 


only 


industries 
over 


tinuous and aggressive cultivation of 
business. As far as the cold statistics 

show, this is far from true. 
Advertising linage in the metals in- 
dustry gained 68% between 1941 and 
1947, reflecting the general linage 
Continued on Page 114) 





Table 1: Metal Producing and Metal Working Industries, 1947 





No. of 
Est. 


(Money figures in thousands of dollars) 


Exp. for 
Plant and 
Equipment 


Value Added 
by Mfr 


Employes 
231,997 





5,363 
16,734 


Primary metal industries 
Fabricated metal products 
Machinery, except 
electrical 
Electrical machinery 
Transportation equipment 
Instruments and 
related products 


17,906 
3,973 
3,711 


2,599 


50,286 
20.9 


Total 
% of U.S 


$592,177 
304,822 


$5,765,434 
4,921,476 


1,157,124 
971,461 


7,812,455 
3,894,115 
5,869,196 


517,589 
244,606 
354,974 


1,545,323 
801,359 
1,181,680 


56,000 


$2,070,168 
34.5 


231,997 1,080,336 





$29,343,012 
39.4 


5,888,944 
412 





1929 #12) PRARDOBIBOBVARVO&lSOS Qe 
1949 @ (9.6) DSSS soacee 


IN THE AUTOMOTIVE industry, each worker turned out 
12.6 autos in 1929, compared with 9.6 in 1949. Whether that 


36 


spells decreased productivity of workers or increased com- 
plexity and value of modern autos interests the manufacturer. 
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Value Added by Manufacture, Metal Producing and Metal Working Industries, 1947 





@ Primary Metal Industries 


No. of 
Est. 


added 
by Mfr. 





Blast furnaces 86 
Steel works and 

rolling mills 215 
Steel foundries 204 
Electrometallurgical 

products : 19 
Gray iron foundries 1,654 
Malleable 

iron foundries 78 
Primary copper 27 
Primary lead 16 
Primary zinc 20 
Primary aluminum 11 
Primary nonferrous 

metals, n. ¢. c. 
Secondary 

nonferrous 
Copper rolling 

and drawing 
Aluminum rolling 

and drawing 29 
Nonferrous metal 

rolling, n. e. c. 55 
Nonferrous foundries 1,724 
Iron and steel 

forgings 250 
Wire drawing 1M 
Welded and heavy- 

riveted pipe 50 
Primary metal 

industries, n. e. c. 377 


metals 3 


$ 328,060 


2,275,697 
267,214 


55,493 
732,647 


121,661 
134,658 
35,902 
77,068 
65,262 
12,753 
119,667 
592 
150,697 


$0,074 
295,834 


197,111 
314,788 


89.614 


138,642 





$,363 


@ Fabricated Metal 
Tin cans and 
other tinware 217 

Cutlery 195 
Edge tools 238 
Hand tools, n. ¢. c 579 
Files 37 
Hand saws, blades 89 
Hardware, n. ¢. c 728 
Metal plumbing fix- 

tures and fittings 
Oil burners 151 
Heating and cooking 

apparatus, n. e. c. 
Structural and orna- 

mental products ,667 
Metal doors, 

sash and trim 320 
Boiler shop products 812 
Sheet metal work 1,708 
Vitreous- enameled 

products 49 
Metal stampings 981 
Enameling and 

lacquering 261 
Galvanizing 125 
Engraving on metal 219 
Plating, polishing 1,802 
Lighting fixtures 1,206 
Nails and spikes 68 
Wirework, n. ¢. c. 909 
Metal barrels, 

drums and pails 70 
Safes and vaults 26 
Steel springs 31 


848 


$5,765,434 


Products 


$ 231,953 
104,833 
40,472 
174,540 
19,149 
42,975 
346,457 


155,944 
44,388 


589,192 
440,701 


117,642 
358,764 
226,446 


45,116 
642,483 


16,638 
15,296 
16,252 
125,388 
247,619 
15,721 
266,426 


64,119 
19,434 
45,876 





16,734 
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$4,921,476 


@ Transportation Equipment 


No. of 
Est. 


Motor vehicles, parts 963 
Truck and bus bodies 603 
Truck trailers 119 
Automobile trailers 219 
Aircraft 58 
Aircraft engines 57 
Aircraft propellers 13 
Aircraft equipment, 

aac. 204 
Ship building 

and repairing 301 
Boat building 

and repairing 809 
Locomotives, parts 36 
Railroad, street cars 86 
Motorcycles and 

bicycles 76 
Transportation 

equipment, n.e.c. 167 


Value 
added 
by Mfr. 


$3,577,404 
127,429 
65,257 
48,986 
605,983 
251,158 
26,685 


70,749 
$17,504 
69,054 
142,477 
273,130 
72,838 


20,542 





3,711 


@ Machinery 


Ball and roller 

bearings o4 
Blowers and fans 192 
Computing machines 53 
Construction and 

mining machinery $17 
Conveyors 253 
Cutting tools, jigs, 

fixtures, etc. 
Domestic laundry 

equipment 65 
Electrical machinery 3,973 
Elevators, escalators 111 
Fabricated pipe 

and fittings 212 
Farm machinery 1,008 
Food products 

machinery 622 
General industrial 

machinery, n. ¢. c. 
Industrial furnaces 

and ovens 
Industrial trucks 

and tractors 
Internal combustion 

engines 
Laundry and dry 

cleaning machinery 127 
Machine shops 3,112 
Machine tools 316 
Measuring and 

dispensing pumps 52 
Mechanical stokers 46 
Metalworking 

machinery, n. e. c. 
Office and store 

machines, n. e. c. 201 
Oil field machinery 

and tools 230 
Paper industries 

machinery 149 
Power transmission 

equiprient 
Printing trades 

machinery 
Pumps, compressors 


3,549 


428 


416 


$5,869,196 


$259,060 
84,429 
231,207 


470,132 
143,515 


480,375 
161,791 
3,894,115 
68,614 


58,786 
421,700 


191,214 
183,557 
38,990 
81,789 
327,152 
54,347 
271,870 
347,965 


65,223 
22,212 


302,842 
116,496 
171,265 

81,358 
283,647 


131,625 
282,476 


(Money figures in thousands of dollars) 


Machinery (Coont.) 


No. of 
Est. 


Refrigeration 
machinery 561 
Scales and balances 75 
Service & household 
machines, n. e. c. 179 
Sewing machines 70 
Special industry 
machinery 2,226 
Steam engines 
and turbines 
Textile machinery 
Tractors 
Typewriters 
Vacuum cleaners 
Valves and fittings, 
except plumbers’ 453 
Woodworking 
machinery 294 


Value 
added 
by Mfr. 


$597,486 
34,766 


66,223 
68,681 


348,565 

80,947 
256,436 
332,062 
121,385 

91,047 
393,860 


86,360 





21,879 


@ Instruments 
Scientific 

instruments 216 
Mechanical measur- 

ing instruments 463 
Optical instruments 

and lenses 114 
Surgical and medical 

instruments ... 139 
Surgical appliances 

and supplies 628 
Dental equipment 

and supplies 213 
Ophthalmic goods 184 
Photographic 

equipment 366 
Watches and clocks 194 
Watchcases 82 


$11,706,570 


$ 83,010 
245,144 
26,743 
30,214 
111,526 


42,925 
81,530 


264,784 
169,474 
24,986 





2,599 


@ Grand total 50,286 


$ 1,080,336 
$29,343,012 


IN 1947, 963 establishments like this one 

turning out 1950 Buicks added more 

than $3.5 billion in value to lead the 
transportation equipment group. 
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HOW TO ADVERTISE AN “INVISIBLE” PRODUCT—Lubricant advertising 
usually has lower reader interest than that for other industrial products. Perhaps one 
reason is the difficulty of showing that one brand is different from another. Since it is 
almost impossible to advertise lubricants without relating them to something else, 
advertisers usually (1) illustrate the machine in which the lubricant is used or (2) 
use an illustration that is unrelated to the product. Examples of these techniques 
respectively are these ads by Cimcool Div., Cincinnati Milling Machine Co.; Tide 
Water Associated Oil Co., New York, for its Tycol; and Cities Service Oil Co., New 
York. Readership-wise, the Cimcool “unrelated illustration” technique far out 
stripped the other. Another point: the Cimcool and Tycol ads, which achieved 
the highest Noted scores of all lubricant ads in the issue, were the only ads with 
color in the illustration. The other advertisers, which included Gulf, Sinclair, Tex- 
aco and Standard (Indiana), used color in headlines and copy only 


GENERAL VS. SPECIFIC—Results 
per dollar differed greatly for these ads 


by Springfield Machine Tool Co HT nidal ies 


Springfield, O., and Monarch Machine 
Tool Co., Sidney, O., to introduce new 
lathes. Springfield offered three gen 
eralized sales points, such as: “NEW 
engineering designs give greater pre 
cision, rigidity and production capacity 

Monarch offered three specific sales 
points, such as: “Floor-to-floor turning 
times range from three to six times 
faster on all types of rolls suitable for 
this new type of contour turning.” The 
Monarch ad, although in black and 
white as compared with two colors for 
Springfield, was seen by five times 
more readers. Read Most cost ratio was 
217, compared with 67 for Springfield 
Thus, Monarch got 117% more “Read 
Most” readers per dollar than the aver 

we for all ads in the issue. It is not 
enough to say Here it is. Come and 

get it’ You must give reasons why 





od Cotes Service Labrication 
From the Start - rere 


eee 
Oe ee eee eee 





HOW MANY READERS 
DO YOUR ADS 
GET PER DOLLAR? 


Cost ratios tell you. Those shown 
here helped the advertisers 
evaluate media and learn 
strength and weaknesses of 


art and copy. 


a 
PECIAL INTEREST TO STEEL PRODUCERS 


Vcasuncing Ve New 
Monarch Roll Turning Lathe 








th 


7 THE WARNE ASEY sti x: pa 8 
EXTRA HEAVY-DUTY GEARED SCROU CHUCK MASULU GIB ama 


1S MORE RUGGED - EASIER OPERATING 


~ LOMGER LASTING 

DON’T OFFER TOO MANY SALES 
POINTS—Warner & Swasey, Cleve- 
land, here offered 12 sales points. Brown 


—— 


in| 0g 


ss 





& Sharpe Mfg. Co., Providence, used 
three. Both ads—for chucks—were 
above average in being seen. But the 
B&W ad was read by more persons 
Moral: While a product may have 
many special advantages, the advertiser 
who discusses too many in the same ad 
usually confuses the reader. Experience 
has taught this department that a full 
explanation can best be given for about 
three or even five selling points. Beyond 
that, reader interest declines 


Starch Tests Industrial Ad Readership 


WHAT READERSHIP SCORES MEAN: 


NOTED denotes the percentage of readers who, when interviewed, said they re- 
membered having seen an ad—-whether or not they associated the ad with the name 
of the product or advertiser 


SEEN-ASSOCIATED denotes the per cent of readers who said they remembered 
seeing the ad and associated it with the name of the product or advertiser. 


READ MOST denotes the per cent of readers who read 50% or more of the copy 


COST RATIO expresses the relationship between the cost per hundred readers 
(who “noted,” for example) for a specific ad and the corresponding median average 
cost for all the ads in the same issue. A “Noted” cost ratio of 175, for example 
would mean that the ad “stopped” 75% more readers per dollar than par for the 
issue, par being 100 and representing the median average cost. Thus a cost ratio 
above 100 is above average; below 100 is below average 


PRODUCT USE VS. NAME DIS- 
PLAY—Two different objectives were 
aimed at by these two ads for end mills 
by Union Twist Drill Co., Athol, Mass., 
and Cleveland Twist Drill Co. Union 
aimed at getting across the company 


name, the fact that the company makes 
end mills and an urge to contact local 
distributors. Cleveland aimed at per- 
suading the reader that the company’s 
end mill was the best. Whereas the 
name, “Union,” was most prominent in 
the one ad, production increase was 
most prominent in the other. Reader- 
shipwise, Cleveland’s “product use” 
copy was 25% more successful than 
Union's “name display” technique in 
attracting notice. But, in evaluating 
this difference, one should consider the 
advertiser's objectives 





other 
end mill 


will Zz 


contact your local distribu 


ids and scores represent highlights 
of industrial advertising readership 
as reported by Daniel Starch & Staff, 
Vew York. Ads are from the Decem- 
ber issue of Machinery. Vext month 
ads from the January issue of Power 
will be analyzed. 

Symbols and percentages show read- 
ership scores for each component part 
of ad. Scores for entire ad are at top 


iW Voted 
Seen-Associated 
EQ — Read Most 





a 
CLEVELANO TWIST DAME CO. 
Om eet lees 4 O8ee 


~~ <—+ Sint men —_ 











Stoetzel 


ONE OF 18 plaques awarded in last 
year & competition 


Marsteller 


MacDougal 


22 Experts Set 


to Judge Leading 


Business Papers 


kK NTRIES for INpuUstRiaL Marketine’s Annual Editorial Achievement Awards 
4 are pouring in much earlier and at a much faster rate than in past years, 
indicating an extremely high level of interest. 

The competition, which is designed to recognize and stimulate outstanding 
editorial accomplishment by editors of business publications, will be judged at 
the Sheraton Hotel, Chicago, May 15. In order to get the reactions of men on 
the actual “reading, buying and using” side of the fence, this year’s panel will 


include engineers, promotion managers, purchasing agents and professional 


Buehling Mulaney 
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men as well as advertising managers, 
advertising agency executives and 
marketing executives. 

The number of men on the judging 
panel has been increased from 17 to 
22 to permit careful evaluation of the 
record number of entries expected for 
the 1950 competition. 

At least 15 first-place plaques and 
30 certificates of merit will be pre- 
sented to winners June 30 by William 
\. Marsteller, Rock- 
well Mfg. Co.. a member of the jury 
of awards, at the National Industrial 


vice-president, 


Advertisers Association conference in 
Los Angeles. 

The current competition, the twelfth 
12-month 


since 1937, will cover a 


period-—-January through December, 
1949. Judges will consider publica 
tions in three different fields: (1) in- 


» 


dustrial, (2) merchandising, trade and 


export. (3) class, institutional and 
professional. Any given entry will be 
judged in competition only with en 
tries of other publications in the one 
of these three general fields. 

Editorial material may be entered 
in any or all of these five classifica 
thons 

1. For the best series of related ar- 
ticles on one theme. The articles must 
appear in two or more issues 

2. For the best single article or edi 
torial serving the publication's field. 
The judges will consider either techni- 
cal or general articles, editorials, news, 
and presentation of technical or prod 
uct information 

}. For the best single issue, spec ial 
issue or annual issue devoted princi 
pally to a single subject or a central 
theme. Independent directories are not 
eligible 

4. For the best gr aphic presentation 
appropriate to the publication's func- 
tion. Individual features or complete 
issues will be judged on design, for- 
mat, typography. or treatment of il- 
lustrative drawings or photographs. 

5. For the best original publication, 
market, or technical research pub 
lished in a regular issue. Research 
must be initiated by and financed by 
the publication. 

Material will be judged strictly on 
the basis of editorial excellence. Judges 
will look for entries which present 
editorial content of value to readers 

stories, articles and editorials which 
supply the reader with helpful infor- 
mation covering new developments, 
new trends, processes and discoveries 


Watrous 


in the specialized fields covered by 


each publication. 

Entries should be submitted in a 
factual, well-organized manner. Fancy, 
costly presentations are not at all 
necessary. This year, for the first time, 
the physical size of entries is limited 
to 18x24” 
lished in the United States and Can- 
ada are eligible. Company publica 


All business papers pub 


tions, internal or external, cannot be 
entered. All entries must be post- 
marked not later than May, 1, 1950. 

Members of the judging panel are: 

William A. Marsteller, vice-presi- 
dent, Rockwell Mig. Co., Pittsburgh. 

Arthur R. Tofte, manager, advertis- 
ing and industrial press department, 
Allis-Chalmers Mfg. Co., Milwaukee. 

H. W. Stoetzel, vice-president, 
Glenn, Jordan & Stoetzel, Chicago. 

N. D. Buehling, vice-president, Fen- 
sholt Co., Chicago. 

Wendell E. Ray, assistant manager, 
purchasing department, International 
Harvester Co.. Chicago. 

Henry M. Coen, purchasing agent 
Link-Belt Co.. 


L. C. Koenig. plant engineer, Lind 


Chicago. 


berg Engineering Co. Chicago 
Harvey S. Pardee. Harvey S. Pardee 
and Associates, consulting engineers 
Chicago. 
Alexander Rogers, advertising man- 
ager, Libby. McNeill & Libby. Chi- 


cago. 


Koenig 
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R. K. MacDougal, account execu- 
tive, Young & Rubicam, Inc., Chicago. 
David G. Watrous, advertising man- 
ager. Parker Pen Co., Janesville, Wis. 
C. W. Mulaney, director of mer- 
chandising, Walgreen Co., Chicago. 
Allan D. Parsons, Allan D. Parsons 
Advertising, Chicago. 
John L. Scott, director of advertis- 
ing, G. D. Searle & Co., Skokie, Ill 
Seymour Mintz, director of adver 
tising, Admiral Corp., Chicago. 
Charles 5. 
Abbott Laboratories, North Chicago, 
Il. 


Stan Ekman, illustrator, Chicago. 


Downs, vice president, 


Norman W. Forgue, president, Nor 
man Press, Chicago. 

Dan E. Smith, executive art direc 
tor, Poole Bros., Inc., Chicago. 
Elmer H. Vogel, art director, Kling 


Studios, Chicago 


Parsons 








How to Get Science Publicity 


for Backing Industrial Sales 


By BRAHNA C. HUTCHINS 


‘ le 


For the industrial supplier, so- 
called “science publicity” is prod- 
What it 
can do for you and how to get it 
is told in detail in this fifth article 
in a monthly series by members 
of the Industrial Publicity 
ciation of New York. 


uct research publicity. 


isso- 


4 YE TTING PUBLICITY for you 
P cot pany s research and ce velop 
ment of industrial products and 
processes cannot bee wcomplished with 
good 


markimum or ever reasonably 
results without your careful 
ied effort in three major channels 
These are technical journals, non 
technical business papers and “popu 
lar” media such as newspapers and 
mayazines Without i specialized ap 
proach to each of these channels, your 
company's research will not get the 
needed for 


publicity deserved or 


whieving such goals as furthering 


company prestige, supporting direct 
selling and advertising efforts, attract 
ing the und aid of other 


developm« nt of new 


ittention 
companies im 
products and processes, bringing to 
gether colleagues working together in 
allied fields for solution of common 
research problems, and occasionally 
even the blocking of unwise legisla 
thon 


It is most common for compan 
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to send the same release on a news 
worthy development to all media that 
Often 


ineffectual. 


might be interested nothing 


could be more 

Let's examine the three major chan 
nels, one by one, and the best methods 
of approach as endorsed by the edi- 
tors themselves 

rhe audience of technical journals 
s comprised of scientists or at least 
technicians. The scientist wants to 
know not only what a development can 
mean in his own work but what it 
contributes to scientific knowledge in 
general, and he wants proof of claimed 
results in considerable detail. 

Furthermore, he wants this informa 
tion in the exact language of his own 
field, as typified by the chemical or 
ilgebraic equation, the flow chart, the 
blue print, rather than a translation 
into popular English. As Philip Swain, 
ditor { Power. states it: 
and excitement 
out of place in the 


Clamorizing 
ire completely 
technical press But even if a re 
search story is sedately written, with 
out froth, glamor or pseudo-scientific 
nonsense, it may still be unsuitable 
for the technical magazine because it 
fails to give the precise kind of de- 
tailed, hardboiled 


reader requires , 


information — the 


In contrast with the highly selected 
sudience of the technical public ahon, 
readers of nontechnical business pa 
pers are usually drawn from many 
different departments of an industrial 
manufacturing company, from man- 
ugement to traffic. Their interest in 
technological developments is almost 
entirely in commercial or practic al 


significance, in terms of new produc ts 


How to Release News 





Mailed news 
re,ease 



































Invitation to editor 
q t tower a stor) 


to make or sell, new applications that 





will mean new markets, and processes 
that will increase production or reduce 
costs, 

Many of these readers have had the 
technical training of the scientist but 
others, perhaps the majority, simply 
grew up in their respective fields and 
have learned what they know through 
experience. Rarely does experience 
alone train a man to understand en- 
gineering symbols or complex chemi 
cal equations. For the readers of 
business papers, therefore, informa 
tion about technological developments 


is best put in nontechnical terms 


The ‘Ultimate Consumer’ 


One caution here, however, while 
the language of the scientist is unsuit 
ible for nontechnical business papers, 
the popular language of the layman 
may be equally inappropriate, since 
each industry develops a jargon of its 
own 

The audience of popular media is, 
of course, composed of “ultimate con 
sumers,” the majority of whom have 
neither technical training nor experi- 
ence. Material prepared for this au 
dience therefore should be in plain, 
every-day English, reveal practical sig- 
nificance in terms of increased com 
fort, better health, 
costs, easier care or greater durability 


reduced living 


of products. Such material also can 
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appeal to a certain popular curiosity 
about contributions to man’s knowl- 
edge. 

These distinctions in the three ma- 
jor audiences make it clear that, for 
maximum public ity returns, it may be 
desirable to prepare two, three, or 
more releases on a technological de- 
velopment so that a story suitable in 
both content and style will go to each 


the release date. A development that 
is not earth-shaking is unlikely to get 
much consideration from an editor, 
particularly on a newspaper, if a re- 
lease gets to him 15 minutes before 
he must turn his story in. Most science 
editors would like to have time to read 
a story carefully, digest its meaning, 
perhaps ask some questions of you or 
the technical men involved, and prob- 


Specialized Approaches for Your Research Publicity 


Style 





Technical 





jal 





Wedia Readers 


[ase 


Technicians, 
scientists 





Technical 
journals 








Product 
research 
publicity 


Non-technical, 
but in language 
of the "trade" 








Bel 




















oC 


Executives, 
plant managers, 
engineers, etc. 


Non-technical 
business papers 











Simple, appealing 
to common interests 


Populer magetines, 


The public 
newspepers, radio 








category of media. The same holds 
true for illustrations. 

Science editors of consumer media, 
incidentally, are rarely experts in any 
specific field and therefore do not 
always have the complete comprehen- 
sion of a specific subject that the edi- 
tor of a technical journal in that field 
is likely to have. The seasoned pub- 
licist therefore often prepares a data 
sheet giving any background informa- 
tion likely to be helpful for orienta- 
tion purposes to accompany the news 
release prepared for popular publica 
tions. 

It was suggested that a study of the 
media should be made to determine 
what types of research or science 
If pub 


licity in consumer media is contem 


publicity material they use 


plated, carry the study far enough so 
you know whether a publication of 
interest to you is departmentalized to 
cover special fields of technology 

Developments in the medical, chemi- 
cal and electrical fields, for instance. 
are usually in the domain of the 
“science editor.” but technical prog- 
ress in the aviation, automotive pho 
tographic and radio fields, to name a 
few, is often covered by special de- 
partments. Your chances of getting 
your story used are better if it is di 
rected to the right editor 

The time factor is important. It is 
highly desirable to get stories to edi- 
tors two or three weeks in advance of 


ably rewrite it for their own readers. 
Herbert R. Nichols, 


science editor, Christian Science Moni- 


To quote 


tor, “There are times when a dead- 
line is so close that the [science] writer 
has only time enough to append an 
introductory paragraph to ‘handouts’ 
and use a pair of shears, pastepot and 
black crayon. In such a situation, the 
closer a handout comes to approaching 
newspaper style and parlance, the more 
likely it is to reach the composing 
room just as the original release read.” 
But he points out that most large 
metropolitan newspapers “have an 
ironclad rule that every release must 
be rewritten before it appears in the 
paper.” 


Schedule Releases 


Ideally, releases to magazines, busi- 
ness and technical papers should pre- 
cede those issued to newspapers by 
several weeks. Monthly publications 
are likely to be interested in a news- 
worthy development even if it has al- 
ready been announced in the daily 
papers, but many editors would be 
happier if they could be farther up 
front in the news parade. 

To assure that the story will not get 
into print too soon, you need only 
have your release date line read. “For 
publication on or after June 12.” or 
whatever date is your objective. 


Often there are aspects of special 
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interest to fields for which 
special articles can be prepared to 
elaborate on phases not covered, or 
touched upon very briefly, in the re- 
leases. Thus, again, you slant material 
for particular fields. Mr. Swain, dis- 
cussing this point in the publicizing of 


some 


a research project on the properties of 
stainless steel, said: 

“Ideally this should be reported in 
five different ways for five technical 
magazines ( oncerned, respectively, 
with steel manufacture, arts and dec- 
oration, architecture, chemical tech- 
nology, and machine design.” 

Obviously, reprints of such articles 
can be useful in market development 
work. 

Occasionally a technological de- 
velopment warrants presentation of a 
paper before a technical society. This 
is a natural for the alert publicity 
man because the aura of acceptance 
and prestige surrounding such a pres- 
entation impresses editors just as 
much as it does the layman. 

Unless you are seasoned in the 
field of science publicity, however, 
the chances are that you will find 
vour technical men ahead of you in 
this respect, with papers already 
scheduled for presentation. In that 
case, see that you have a chance to 
review every paper in time to plan 
for all the publicity it deserves. 

Perhaps you can even help the au 
thor work in some angles that will 
warrant wider publicity than the pres 
entation would otherwise get. And 
don’t be fooled by the apparent re- 
ticence of technical men! Once they 
learn that widespread publicity of the 
right sort pays off for their company 
(and for themselves as individuals) , 
they are no more publicity-shy than 
the next man. 

Technological developments war- 
ranting “news publicity” do not hap- 
pen every day of the year in most in- 
dustrial manufacturing companies. 
However, the research and develop- 
ment departments of a company can 
be the sources of many feature arti- 
cles. 

Te hnix al public ations welcome ar- 
ticles describing analytical methods or 
controls used in a laboratory or some 
highly technical detail that poses an 
interesting research problem. Science 
editors of consumer media, too, will 
weasionaily use feature articles, al- 
though these usually grow out of some 


(Continued on Page 129) 
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are machines 


smarter than 
se 


me? 








FELT & TARRANT Mig. Co., Chi- 
cago, used a funny cartoon stopper by 
William Steig that must have rated 
some astronomical Starch scores. Low 
pressure copy admits F&T Comptom 
eters (adding-calculating machines) 
are good, but real whizz is trained op- 
erator. F&aT has been using the wacky, 
humorous approach in the company's 
advertising for ten years, attracting 
much attention. Agency: N. W. Ayer 
& Son, Chicago 


Cover Picture 





HOW to explain something in an ad 
that’s hard enough to get across over 
an executive's desk was the problem of 
McBee Co., Athens, O., maker of of 
fice machines and systems. 

The company believed it had the so 
lution when a campaign was launched 
with the above ad in magazines last 
fall. One result was the ad's publica 
tion in the 1950 volume of the annual 
book, “The Best National Advertising 
of the Year.” 
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So hla SN 


‘Best Ads of the Year’ 


Include More Industrial 


@ 150 leading ads published in second annual volume 


[NDOUBTEDLY there is no better 

way to sell management on indus- 

trial advertising than to trace it di- 
rectly to sales results. 

But, while advertising men work at 
this arduous task for the long haul, 
they are helping their case by another 
means. This is to dramatize the per- 
suasiveness of good industrial adver- 
tising by collecting a small group of 
the best ads of the year—selected both 
by the customers and by leading sales 
and advertising experts. 

The concentrated sales power of 
such a collection throws a punch that 
might well jolt management in the 
right direction as it decides how much 
to spend for advertising. 

One of those currently engaged in 


SSeS 


Several obstacles had to be hurdled 
by the campaign. The product was es- 
sentially a method of using statistics 
and therefore was impossible to illus- 
trate, difficult to dramatize. Further, 
because of the complexity of the prod- 
uct, its benefits had to be conveyed 
without explaining completely how 
achieved. 

The company therefore decided that 
its advertising would: 

1. Appeal to the man at the top— 
the general manager. 

2. Concentrate on one of manage- 
ment’s biggest problems—inventory, 
which involves almost every phase of 
management from purchasing and pro- 
duction scheduling to sales engineer- 
ing and order analysis. 

2. Use the light touch, the human 
touch, to reach the maximum audience. 

The initial ad above was headed, 
‘It's open season on general man- 
agers.” Copy explained that “too many 
are being winged or worse in the 
swamp of inventory” and that Me- 
Bee's Keysort system “cuts casualties” 
by telling him what's being sold, 
what's on hand, how long it’s been 
there and what must be bought or 
made—-and when. The campaign, still 
continuing, has brought a substantial 
increase in inquiries and sales volume. 


such collecting is agency man Burton 
Browne, whose Milline Publishing 
Co., Chicago, this month published 
the second in an annual series of books 
entitled, “The Best National Adver- 
tising of the Year,” each book repro- 
ducing more than 150 ads in full 
color. 

Significantly, the proportion of in- 
dustrial advertising has been doubled 
in the new edition as a result of the 
interest expressed by business men in 
the industrial ads in the first edition. 
Industrial advertising—both product 
and institutional—now is about a 
third of the total “best ads” in the 
book. 

The ads, several of which are re- 
produced here and on page 64, were 
selected as follows: 

A letter was sent to a carefully bal- 
anced cross section of about 500 
buyers, both consumer and industrial, 
asking them to cite the magazine ads 
that sold them hardest in 1949. About 
90% responded. From these ads those 

(Continued on Page 64) 


The Steel Strike 
and 


Ryerson Steel Service 


JOSEPH T. RYERSON & Son, Chi- 
cago, combined restraint and simplici- 
ty to sell Ryerson and steel in the first 
week of the steel strike. Copy has no 
arguments against the union case. In- 
stead, attention is called to recent im- 
provement in inventories that will en- 
able company to fill orders during 
emergency, “at our established prices, 
while stocks last”"—with prompt serv- 
ice. Agency: Aubrey, Moore & Wal- 
lace, Chicago. 
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GUIDES to Remember 


When Charting a 


Marine Sales Campaign 


EDITORIAL LEADERSHIP 


Marine Engineering and Shipping Review 
Viilel Marine Paper 


In a recent survey of shore personnel responsible for the operation 
of vessels, Marine Engineering was rated first in editorial leader- 
ship and service, with nearly 242 times as many first place votes 
as were received by the second publication, 


Marine Engineering and Shipping Review had the 
HIGHEST TOTAL NET PAID CIRCULA- 
TION IN ITS FIELD .. . according to the latest 
published circulation statements dated December 
31, 1949 .. . almost 16% greater than the second 


publication! 


TOP ADVERTISERS’ ACCEPTANCE 


Marine Engineering and Shipping Review 
2nd Marine Paper a 
In pages of advertising for the 


~k — 12 months ending December 31, 1949, Marine Engineering 
—_ showed an 81% margin over the second marine paper. 





The marine industry relies upon Marine Engi- This editorial service is backed up by a staff 
neering and Shipping Keview for authoritative of technically trained editors graduate 
news and data on current marine developments, naval architects who have had actual shipbuild- 
presented from the design, engineering and ing experience, and who know the problems of 
Operating stand point. the marine field first hand 


7 MARINE ENGINEERING 


and Shipping Review 


A Simmons slolelieliilela avlellia 


New York Gi liaciel: 
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You've got 


ABPs 


to build a 


eee eeeereeeeeeeeeeeeeeeeeeeereeeeeeeeeee 


off F YOU are an advertiser, an agency man, or 
the publisher of a business paper, ABP wants 
you to feel that its programs to build a still more 
effective business press are in your interests 

Year after year these programs have been 
designed to help you and other members of the 
advertiser-agency-publisher trio do a better job of 
business paper advertising, editing or publishing. 
Each program, the result of a need, is tailor-made 
to help in the solving of an advertising, an editing 
or a publishing problem. 

The segments in the service which ABP makes 
available to you are many. Here are only four of 
these segments . . . but all four have a single objec- 
tive: more effective business paper advertising. 
They demonstrate how advertisers, agency men 


' men and publishers of business papers are finding us 
reading for busy d 
—_ 


aa a source of down-to-earth help 
oe 


fer-\wars 
neal 


anemone” 


PUBLICATION ADVERTISING 


‘ / Undoubtedly you have seen ABP’s advertise- 
nS SS ments which have appeared regularly for years in 
advertising and selling publications. We've tried to 
design every one of them to help you in some con- 
crete way. Many of them have brought to your 
attention outstanding booklets like “Copy that 
Clicks.” Many have dealt with the time-tested prin- 
ciples underlying effective business paper advertis- 
ing. Others have been designed to strengthen the 
hand of ad managers and agency execs in dealing 
with management. 


THE ASSOCIATED 


205 East 42nd Street, New York 17, N. Y. 
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a big stake in 


Continuing Programs 


still more effective business press! 


HELPFUL LITERATURE 


For years ABP headquarters has been 
considered one of the most fruitful sources 
of information on all phases of business 
paper advertising and publishing. 

If, for example, you need help in step- 
ping up the results of your business paper 
advertising, the chances are that one or 
more of the booklets or pamphlets listed 
below will aid you. On request we'll glad- 
ly mail the ones you want. 


. Copy That Clicks (48-page booklet 
on how to apply the fundamentals of 
effective business paper advertising) 


. Hit the Road (52-page booklet on 

how to collect the material out of 
which effective business paper ads 
are built) 
A Page of Advertising is a Page of 
Advertising (how one large adver- 
tiser gets the most out of his busi- 
ness paper advertising) 

. How General Electric Uses Busi- 
ness Papers 

. Mr. President: Meet Your Adver- 
tising Manager 


READERSHIP STUDIES 


Few recent events in the advertising and 
publishing fields have stirred up so much 
excitement and interest as the release, in 
1949, of the first business paper reader- 
ship study, on Automotive Industries, 
sponsored by ABP and conducted by the 
Advertising Research Foundation. 


This research project of ABP is the first 
of a continuing series of similar studies. 
It represents many years of planning and 
preparatory work in which advertisers, 
agencies and publishers cooperated. 
Readership studies of three other busi- 
ness publications are now under way and 
reports will be available this year. With 
the publishing of these reports, ABP and 
member publishers combined will have in- 
vested close to $150,000 in this activity. 


If you are a member of the ANA, 
AAAA, NIAA or ABP, you can obtain 
a copy of the Automotive Industries read- 
ership report from your association at a 
cost of $2. Non-association members can 
obtain copies for $25 each by addressing 
the Advertising Research Foundation, 11 
West 42nd Street, New York 18, N.Y. 


If you've ever won an award in one of 
ABP’s annual advertising competitions, 
you know of the prestige and the incentive 
for continued good work that go along 
with it. 

That these ABP advertising competitions 
are serving a useful purpose is indicated 
by the very great interest which they have 
generated. For example, in this year's 
competitions, advertisers and agencies en- 
tered 776 separate advertising campaigns. 


One purpose of ABP’s advertising com- 
petitions is to encourage advertisers and 
agencies to adhere to high standards in the 
planning and preparation of business pa- 
per advertising. Another purpose is to rec- 
ognize those advertisers and agencies who, 
by applying the fundamentals of effective 
business paper advertising, have made 
their advertising exceptionally resultful. 


This year ABP is conducting its 8th 
Annual Advertising Competition, with 
this popular innovation — two separate 
and distinct contests, one for industrial 
and the other for merchandising publica- 
tioris, with two sets of judges, and two sets 
of awards (57 altogether). 


BUSINESS PUBLICATIONS 


The group of ABC-audited, paid circulation business publications which has been cooperating 
since 1916 to maintain and enhance the standards of business paper publishing, in the interest 
of the reader and the advertiser as weil as the publisher 
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Warm Air Heating Develops 


New Distribution Trends 


@How the warm air heating indus- 
try gets Us products to market and 
how certain changes may bring new 
problems for both manufacturer and 
dealer are discussed in this eleventh 
article in a monthly series on meth- 
ods of industrial distribution. The 
author's knowledge comes from 27 
years of covering the field from the 


busine ss paper side 


THE WAR, the warm air 


has dev eloped 


N 
ee 


heating industry 
several important distribution trends 
while setting a sales record 
U.S. Department of Commerce fig 
ures show that 718,000 warm air fur 
naces were sold last year. That totals 
$150,000,000 worth of furnaces at the 
factory selling price and more than 
$500,000,000 worth of business in 
stalled 


supplies and labor . 


including sheet metal, other 


The strength of the industry is re 
flected in the fact that 80° of the 
new homes built in the past five years 
are equipped with warm air heating, 
whether the fuel is oil, gas or coal 
And an even greater market is the re 
placement of old furnaces in existing 
homes—a market that accounts for two 
thirds of the total volume of warm air 
heating in a normal vear 

Distribution is from the manufac 
turer to the wholesaler to the dealer 
to the public. The furnace manufa 
turer sells in one of three ways—cex 
clusively to wholesalers, exclusively 
to dealers, or both wavs in different 
areas 

Serving the manufacturers are 1,5CO 
wholesalers of warm air heating and 
sheet metal supplies and 20,000 deal 
ers more accurately described as 
warm air heating and sheet metal con 
tractors. The dealer, or contractor, 
sells the home owner not only the fur 
nace, but the sheet metal and other 
does the 


equipment required and 


complete installation job 


48 


By CHARLES E. PRICE 
eneral Manager 


A mer yn Artisan 


This means that he employs up to 
several sheet 
metal workers to do the installing. A 
typical dealer turning over $500,000 
of business.a year employs about 50 


hundred journeymen 


men 

Although most of his business is 
with home owners, the dealer also 
works with builders. For example, 
a builder planning to construct 50 
homes with warm air heating installed, 
will let out bids to several dealers. The 
dealer whose bid is accepted will in 
stall and later service the furnaces for 


the home owners. 


Dealer Doesn't Guarantee 


The dealer does not need to invest 
s very large sum in inventory, but 


usually carries enough for display 
and current jobs and buys as the con 
tracts come in. This varies depend 
ing upon the number of jobs in proe 
ess and ahead, the ready availability 
of supplies from near-by sources, etc. 
Thus the range of dealer purchases is 
from several furnaces to carload lots 

Few formal franchise agreements 
are made between manufacturer and 
dealer. Usually there is no guarantee 
by the dealer to sell, stox k or display 
a certain number of furnaces. As in 
most contracting businesses, the deal 
er is merely required to have a shop 
for doing business and to show that 
he can pay his bills to the satisfaction 
of his supplier. 

Ym furnaces, the dealer usually 
gets a 50% discount from the manu 
facturer’s list price and the whole- 


saler a 20° or 25% discount. How 
ever, the 
yuote the furnace price to his cus- 
tomer but the price of the total heat 


Thus when he 


dealer as a rule does not 


ing system installed 


sells a heating system at $750 in- 
stalled. his costs come to about $200 
for the furnace and about $150 for 
other necessary materials such as 
sheet metal, registers and controls, 
while the remaining $400 would be 
for labor, overhead and profit. 

The most popular form of heating 
these dealers sell today is winter air 
conditioning systems that mechan- 
ically circulate, humidify and filter 
the air. 

Studies show several important 
trends in this over-all distribution pic- 
ture since the war. Among these, two 
important trends are: 

1. The dealer group has become 
more stable, with less mortality than 
in prewar years. 

2. Dealers have become more selec- 
tive in choosing suppliers. This is evi- 
denced by an increase in dealer shifts 
from one manufacturer's line to 
another and in an increase in the per- 
ventage of dealers carrying more than 
one line. 

These and other data on distribution 
are shown in a study by American 
{rtisan. The study, including sur- 
veys in 1947 and 1949, show that, as 
in most selling fields, a small per- 
centage of dealers sell the bulk of 
total volume. 

As shown on the following chart, 
23% of dealers do 80% of the busi- 


ness. These are the key dealers. 


76% do 
20% of work 


“Sees 
1947 


77% do 
20% of work 


1949 


In no previous year’s study has 
this group exceeded 25% of total 
dealers. All of the data to follow re- 
fer to this key group. 

Reflecting decreased dealer loyalty 
to the manufacturer, or increased se- 
lectivity, is a rise in the percentage of 
dealers selling more than one line of 
furnaces. Such dealers increased from 
67% of all dealers in 1947 to 73% 
in 1949 (Fig. 1). 

This is a striking change from the 
prewar situation when only 8% of 
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dealers carried more than one line. The 
change began during the war when 
dealers were buying any furnaces they 
could get in a tight supply situation. 
We find in 1949, however, that this 
trend, for whatever reasons, is con- 
tinuing, even growing. 

Obviously, that gives the manufac- 
turer a difficult selling problem: per- 
haps greater opportunity for him to 
get in with a good dealer (who now 
usually handles more than one line) 
but, on the other hand, once in, just 
a share of his total business instead 


of all. 


Dealer Mortality Rates 


Now, let's 
turer has done a good selling job and 


assume the manufac 


has good distribution among key 


dealers—or, let’s assume he hasn't 
and is after them. Here’s what is hap 
pening to the dealers: 

4 22°. mortality was suffered by 
dealers from 1947 to 1949. The top 


bar in Fig. 2 


represents the total of 
key dealers in 1947. When we sur- 
veyed them again in 1949, we found 
that 22° 


or their volume had been reduced so 


were either out of business 


greatly that they were no longer in the 
key group. 

Thus, at this rate, one out of five 
good dealers disappears every two 
years. This, however, is more stability 
than existed before the war. The 1947- 
49 dealer mortality of 22% compares 
with 31.7% from 1937-39, 35.8% 
from 1939-41 and 32% from 1941-43. 

At the same time, the birthrate of 
key dealers holds up well. Fig. 2 
shows that slightly more new key 
dealers appeared than dropped out 
from 1947-49, so that with the 78% 
who remained in business, the total 
dealers in 1949 exceeds that of 1947 
by about 4%. 

Dealers carrying more than one line 
are apparently more stable. Mortality 
in this group was only 16%, com 
pared with 31% among dealers carry- 
ing a single line. 

Dealers do considerable shifting 
from one manufacturer’s line to 
another. Only 43% of the 
lines sold by key dealers in 1947 were 
still being sold by the same key dealer 
in 1949. Of the remaining lines, 19% 
were no longer sold by the dealer be- 


furnace 


cause he was out of business or out of 
the key group and 38% were replaced 
by another line in the dealer’s shop. 
This 38% compares with 20.5% from 


Fig. 1: 73% Sell More than One Line 





No. of lines 
sold by dealer 10 


1 line 


2 lines 


Fig. 2: 22 


Per Cent of Key Dealers 
20 


Dealer Mortality in Two-Year Period 





1947 Total number of dealers who were key to volume 





L 





' 22% dropped 


' from KEY 


' 


' 78% stayed in KEY-volume group 
| 





= 





These dealers came up into KEY dealer ranks 


Total number of dealers whoare KEY to volyu 





1947 KEY dealers who stay 


new KEY 





1937-39 and 16% from 1939-41, in 
dicating that manufacturers’ compe- 
tition for key dealers is growing stif- 
fer and dealers’ selectivity in choosing 
lines is growing greater. 

Until now, we have discussed the 
dealer generally. Now let's discuss the 
dealer from the viewpoint of the manu- 
facturer and analyze his situation. 
Fig. 3 shows what has happened to 
the average manufacturer, who had 
about ten dealers in 1947. 

By 1949 he had lost two dealers 
who went out of business and four 
others who are still in the key group 
but who simply shifted to other manu- 
facturers’ lines. Thus only four of his 
1947 key dealers are still in there sell- 
ing his line. But to compensate the 
losses, he persuaded three 1947 key 
dealers to shift from other lines to his. 
And he sold two new dealers who 
had entered the key group since 1947. 
So, he ended up in 1949 with nine key 
dealers, more than half of whom were 
different from those he had in 1947. 

Summing up, these findings show 
that the key dealer group, although en- 
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joying more stability and a lower mor- 
tality rate than in prewar years, is 
more active than ever in shifting 
manufacturer's lines. It is a selling and 
promotional job for the dealer to get 
into the profitable key group and for 
the manufacturer to hang on to a key 
dealer once he gets him. 


What happened to an average 
manufacturer having ten dealers 


in 1947: 





Typical Manufacturer 


10 KEY dealers 
two are no longer KEY deslors 


four are still KEY dealers 
but no longer sel! this |ine 


this line, are etill KEY 


four still sell 


three 1947 KEY dealers 
heve added this line 


/ 
two new KEY 
Gesiers sell this line 











Even your comptroller 


can see this 


$592,000 


Subscribers’ payments save your advertising dollars. No. 6 in ¢ 


series discussing circulation principles in the business paper fi Id 


PrP YVHERE IS one advertising value in the paid 77 business papers which are members of the Associated 
Business Publications. Among their findings were these 


subscription public ution that even your comp 
extended to round, yearly figures 


troller can see: subscribers pay a substantial share 


of the publishing cost. In so doing they pay costs 
77 Business papers 
that otherwise would come out of the ulvertiser s received in _ 
circulation 
por ket Thus the subscribers help tf Save your payments a 
$3,482,000 


advertising dollars 


—_— 2,890,000 
surpass 

to men 

stand the 

a subscriber payment rudit rity of circulatior 

high readersh p, selectivity o erested readers, minimut 

waste, editorial responsibility 


Compared with those valu il ync-cents of tl 592,000 


circulation operation itsell canuts Nevertheless ad 


they do amount to bie figures wn rivht. I NET PROFII 
significant of still biewer fheure vvond. And they can be on circulation operations 
understood by the most liter feure- minded man in vour 
organization 
Let's look first at the $592,000 profit on subscription opera 
What the Cost Accountants Show tions. This is a free and clear margin after deducting all 
costs — including overhead —of getting and servicing subscrip 
K. Lasser & Ca. the wel wh accountants tions. There can be no question that this goes to reduce 


inalveis f six monthly " ! pe rs¢ { your advertising costs 
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Shared Publishing Costs Reduce Advertisers’ Costs 


In this highly competitive business —as in your own — most 


of a producer's savings are .necessarily passed along to the 


the advertiser 


buyer 


As 


economies takes the 


the publisher's economies accrue t 
n your own business, this passing ak ng ot operating 
for 


buyer's dollar by producing a better article at current prices 


torm of giving greater value every 


That is, by publishing a more effective advertising medium 


ata given rate 


One way paid-circulation publications do this is by putting 


more money into editorial content —i.c. by putting more 


helpful information into the package the readers, and ad 
ertisers, buy 


bined abilities of 


che 


hundreds of 


com 


our own company, for example 


OO full 


it requires 


time editors corre 


spondents, thousands of contributors—specialists in economics 
n the 


and research, an editorial staff 


list without incurring certain inevitable expenses. Not if you 
want it to go to real people at ascertained-and-checked 
addresses. Not if you attempt to select these people for their 
buying functions and their geographic distribution. Not if 
you build and operate a system necessary to keep up with 
the rapid changes in personnel, to keep you informed of 
dead And, most important 
of all 


Vitauty 


names and to add live ones 
il 
the 


not want the validity and 
of 
the paid-subscription form of operation. 

The 


circulation, 
worth while, the higher your distribution expense will be 


you to approximate 


circulation that is built and maintained by 


standards of 
dollar 


you come to meeting these 


nearer 


so necessary to make advertiser's 


And the greater part of the $3 million spent by these 77 
publications to build and hold first-quality paid circulation 


would still have to be spent no matter what method of 


distribution is employed 





Washington Bureau, domestic and 


foreign newsgathering ofhces in a 


world-wide network. All of these facil 


ind more are imperative il we 


1es 
are to keep McGraw-Hill publications 
equal to the needs of the fields they 
SscTvVe 


And 


maintain 


of the must 


consistent a 


one reasons we ness 


paper 
standard of 
McGraw-Hill 
ot 


they 


so 


editorial service is that 


magazines —our products —must be 


such interest to our readers that 


will pay to receive them, and continue 


to pay for them if they find the serv 


ice rendered is valuable 


} 
But our net on subscription opera their 
hat of any other publisher 


tions, or 


; 
ent values 


ness Maga 


represents oF ly part of the story 


$592,000 Stands for Millions 





CONSISTENTLY, 
we have devoted a major share 
f our own advertising appro 
priations to the promotion of 
better understanding of bust 
advertising 
general, and a greater use 
business papers of all type 
In this series we are ¢ x pre ssing 
our convictions about circula 
tion methods in the hope that 
they will he lp advertisers and 
agencies 
elective appraisal of the inher 
available 


ines 


over 


Who Pays Distribution Costs? 


the 


yeats, 
- Somebody has to pay the cost of get- 


ting good circulation. In the paid 
business paper field it is the reader 
who pays. Under any other system this 
cost has to come out of the advertiser's 
either directly as part of the 


in pocket 


of advertising rate or indirectly in a lower 


editorial quality of the publication 
and hence a lower return on the ad 
vertiser’s dollar 

Ask your comptroller to extend the 
figures for the 77 publications of the 


1,000 business papers with paid circu 


Lasser study to the whole range 


make a more 


lations. He will end up with a sum of 


in Busi money representing one of the World's 


Biggest “Peanuts 





One Among Far Greater Values 





of 


cost of advertising 


\ net 


cour 


ipproaching $600,000 is 
But 


77 business m igazines 


no small contribution to the 


remember: this is the figure for only 


In 
pap 
subscription net alone on all of these subscription publica 


business 


The 


the field at large, there are more than 1,000 


rs whose circulations are paid for by their readers 


tions would run well up into the millions. But, in the final 
He 


gross circulation income 


the advertiser gets more than just the net ets 


inalysis 


in fact, a major share of the 


Subscribers’ Payments Go to Defray 
Costs that are Inevitable in ANY List Building Operation 
subscribers 


Nearly $3 million of 


getting 


Look back the chart 


payments was spent ir 


at 
ind servic ing subs mptions 


Rut that kind of r o ; di i 7 


ation pul ation 


obviously, you can't create and maintain any mailing 


For 
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ALIFYING 


we obvious dollars-and-cents reduction in 


Vet the 
advertising cost is small as compared with the values added 


repe at 


to advertising effectiveness by applying the principle of 
sudited-paid circulation. In the business paper field, as in 
ill publishing, the vitality of a paying audience is a factor 


i 


not to be computed in terms of the subscription price. 
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Employe Communications - Public Relations 


o Wtow ie 


By ROBERT NEWCOMB ond MARG SAMMONS 


How the Oil Industry Woos Public Support 


| OLD-STYLE company publi 
cation for employes—and there 
are still some of them around—is de 
voted principally to intramural news 
of a social nature. The feature ma 
terial, if any, is so localized that it 
holds no interest whatever for the out 


sider. If you handed a copy to the 


towns superintendent of schools, for 
example, he probably would wonder 
why you gave it to him. 

Fortunately the walls of old-time in- 
dustrial journalism are crumbling. 
More and managements are 
weighing their company publications 
in the light of the external as well as 


more 


the internal service they can perform. 
This enlargement of viewpoint is 
putting good employe publications not 
only into employes’ homes, but into 
the offices of the community's lead- 
ing citizens, into library files, and in- 
to classrooms, where people find them 
both interesting and instructive. 

No industry is more sensitive to the 
curiosities of the public than the oil 
industry. It set itself several years ago 
to the heavy task of correcting public 
misconceptions about the industry as 


a whole, as well as the companies that 


An industry-wide survey 
disclosed an appalling lack of knowl- 
edge on the part of the public, and a 
disturbing though passive antagonism 


compose it 


toward the industry 


Top Notch Publications 


Through bold, intelligent and under 
standable advertising and public re- 
lations, the industry has come a long 
way in a short time to earn public 
sympathy and support. It has taken the 
combined efforts of many companies 
to achieve it, and in addition it has 
taken the individual company’s con 
tinuing interest and willingness to 
work 

In this warm and encouraging cli 
mate the emplove public ation of the 
oil industry has flourished. In nearly 


KEYED photos like these were ex- 
plained by detailed captions accom- 
panying an article about deep rotary 
trilling in “The Beacon,” emplove pub 
lication of Ohio Oil Co., Findlay, O 
Where possible. employes were shown 
on the job, identified in captions. The 
article was one in a series which has 
been bound in booklet form for dis- 
tribution to schools and. libraries 


all of the oil companies the employe 
publication is regarded, not with 
amused tolerance or dignified indif.- 
ference, but with respect and confi- 
dence. 

Such journals as “The Lamp” of 
Standard Oil Co. of New Jersey; 
Texas Co.’s “Star”; Shell Oil Co.'s 
“Shell Progress”; Indiana Standard’s 
“Standard Torch”; Union Oil's “On 
Tour”; Socony-Vacuum’s “Flying Red 
Horse”; Atlantic Refining Co.'s “At- 
Oil's “Our 
Sun”—to name only a few of the 
stand out in the crowd of sev- 


lantic Magazine”; Sun 
many 
eral thousand company publications 
being issued today. 

To the scoffers who continue to in- 
sist that employe publications have 
little to do with employe relations, 
it might be pointed out that, coinci- 
dence or not, oil companies in the 
main have excellent publications and 
are remarkably free from labor dif- 
ficulties. You may slice that as you 
please, but it’s still the fact. 

A recent example of clear thinking 
in communications has come from 
still another oil company. This is 
Ohio Oil Co., Findlay, O. The com- 
pany issues a monthly journal called 
“The Beacon,” edited by Robert L. 
Hazlett, a publication which achieves 
a laudable balance between informa- 
tion about the company and legitimate 
personal news about employes. 

Last year Editor Hazlett undertook 
a series of articles on deep rotary 
drilling. It was no highlight of the 
complicated function of drilling a deep 
rotary well; it was a painstaking, sim- 
ply worded report of what takes place. 
It was thoroughly illustrated; it used 
keved diagrams, and 
many photographs of identified em 


pictures and 


ploves on the job 

The series performed a highly use 
ful service mm informing empioves of 
the value and importance of their 
work, and made it possible for em- 
ploves’ families, probably for the first 


time. to see this important operation 
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1 never knew there wer 
trol we need. I've seer 
s gor the best 


Dalrymple 


r sales 


— bes sir... our Foremost “685” will give vou a detailed 


breakdown by product, or by sales-to-date by customer. 








— “Sell ‘em outright too. And, with Synchro-Matic, we 
combine punched-card tabulating with our accounting 


machine, for sales analysis as a by-produc t of billing.” 
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KARDEX VISIBLE CONTROL SYSTEM 








FOREMOST “685° ACCOUNTING MACHINE 








Dalrymple, which one is best for me ...?” 
That's the pay-off question! And une'’ve assembled 
an overall answer in our new book, now TO Fy? 
INCREASE PROFITABLE SALES. A request on your at % For your needs 
letterhead, to Room 443, will bring it to vou vy 
without obligation. Or, if vou would like some we have no reason 


facts on any other ree ord-kee ping proble m, just 


to recommend anything but 


phone your local Remington Rand office for 


emai £ the right machines and systems. 
Bt 


ae 
% - ~ ener . 
FEandt ae 
: } RE, oe (S oeX ‘9 


MANAGEMENT CONTROLS DIVISION 315 FOURTH AVENUE, NEW YORK 10, NEW YORK 


We make them all 
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He Earns the Workers’ 
Each month this department sum 
marizes here the methods and achieve 
ments of a company or executive our 


standing in employe relations 


ot Une ore latiguing laments 
ol top management is that it hasnt 
time te spend with employes 


These burdensome chores are 


He 
City Mall 


steel Cast 


alle 


ul pea 


ethod { roleum industry opera 


ws. That. of course. contributes t 
» better understandit of 
dustry generally 


Like other 
56 


Respect 


ind another goes on the plant bulletin 
ards. He 


ill conterences, attends all em 


presents all awards, sits 


i) functions and us right in 


! out the turkeys at 


ally every person 


his first name and has 


WHEN Belle City Malleable Iron Co 

golf team won a city-wide industrial 
captain Bill Paulson 
(left) presented the victor’s trophy to 
Belle City’s president, C. S. Anderson 


yurnament, tear 


enuine interest in his em 
onally. He has earmarked 
of his time tor employe 

1 good enough ad 

ible to do it. He con 

oye relations the joint 

of staff and line, but he 

st share of the load 


ipper manage 
learn is one 


ssue of The 


lazlett publishes an 
I 
loodir This is a 


ri 
secondary recovery 
s important t the 
rs and to the nations 


f the article 
ee! named Flovd I 
ot zes the emplove in 
article is suggested 
short quote from it 
ecovery 18 signifi ant 
hecause these methods 


fe to certain of 


our vider fields, or may improve the 
economics of some of our newer fields. 
Phis not only maintains and provides 
jobs for our production men in an 
area where we can profitably employ 
secondary recovery, but increases (the 
ompany s} total production. Second 
ry recovery indirectly adds to our 
job stability and 


whatever branch of the company we 


opportunities in 


may work 
Anyone who spends any time what 
ever in searching out employe reac 
tion in plants (and the authors of this 
department professionally spend about 
yi) of their time at the plant level 
knows without being told that em 
ployes in industry are hungry for 
facts. They want specifically the u 
formation that enables them to deter 
nine their own security, and they ap 
preciate recognition for their efforts 
they also want to know about 
the organizations they work for. They 
spend a substantial portion of the day 
under the company roof, and they 
have a perfectly natural hankering to 
know something ab« 
The oil 
public ation and other 
=p iks up Many ther industries 


could do the sa 


ut the place. 
ndustry. through its em 


media, 


plove 


The Hoover Report 
Nearly OO «¢ 


ire mow carrying, in 


publications 
serial torm, 
the articles on taxation entitled, “It's 
Your Federal Government 
ned by Robert | 


president of Temple University and 
I 


Phe series 


is sig Johnsor 


chau in of the Citizens Committe 
for the Hoover Report 

The text, based » the findings of 
the ex-president s bi-partisar commis 

t extremely well writter The 
language is sin ple ind easy to under 
stam und the facts constitute a load 
of dynamite for the proponents t 
overnment spending to sit on 
Many editors of con pany journals 
| f business papers 


is wel is editors 


ire using this material in the form 

in which it is submitted, and since 
the first place, there's 
wrong with that 


na while, however, an 

ore enterprising than the rest 
localize the terial to his own 
company and its emploves Some ed 
tors have translated the tax figures 
into terms of an individual, anon 


ymous empiove und have shown 


Continued on Page 102 
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Textile Mills Point Way To 
Industry Air Conditioning 


FROM AIR CONDITIONING & REFRIGERATION NEWS 





As recently reported in ACRN, the 


Three Special textile industry is setting an example 


for other manufacturing operations 
of the many benefits of complete 

Issues Slated 
temperature and humidity control 
It is natural that this trend has 
nterest in comfort cooling at recent originated in the textile field: prior 
Dal . issue are scheduled to appear cur to textile factories, the finest textile 

Dallas Air Conditioning Show . " xt tw 1th 

ing the next two months production was obtained only where 
April 24—-Special Issue on the natural climate favored fiber 


Refrigeration and Air Air Conditioning processing. Now with air conditioned 


May 29--Frozen Food Mer mills, fiber strength is made 50% 
Conditioning Directory chandising Equipment Issue greater, elasticity made 20% greater 

June 12—Home and Farm As a bonus, there is also an increase 
in human efficiency and worker satis 


Lists Mfts., Wholesalers rate Py oor grata faction derived from air conditioning 


Arrange NOW to pear r 
——— ainsi Men Plant air conditioning also elimi 


Miss Sno-Breze of 1950 helped develop Three of ACRN's annual spevial 


these issues and benefit from their 


DETROIT. -The complete list of nates need for windows. Many old 


t ‘ } proven impact on the industry 
anufacturers ar holesalers in the . . : . plants converting are bricking in 


1950 Refrigera- these areas. Artificial lighting gives 


Directory ed ed much bette ore unifo lig 
Unusual Salad Restaurant nuch r, more uniform light than 


most normal daylight, eliminates glare, 
stry, this pl R s need for shades, and expensive win 
t igeration , , 
valuable Uses Com ere efr g dow maintenance 
refrig- ACRN . -reade sts 
4 ST. LOUIS—A novel food service ACRN dealer-readers, installation 
firms, and manufacturers are selling 
yperation here, featuring a choice of ‘ 
- both central station units and in- 
mly four 85-cent salad lunches, uses 
dividual units for this purpose 











refrigeration or flaked ice in all food 
handling to promote food quality 
The Hasty Pudding Restaurant in 
Scruggs, Vandervoort, Barney de Savage Arms To 
example of partment store has two ice flaking 
ned atten machines and mechanical refrigera B H, & C 
*~eemeee tion to handle every ingredient from uy ill oO. 

the moment it reaches the store to 

time it reaches the customer. Result UTICA, N. Y..-Savage Arms Corp 

‘ food freshness is guaranteed, and a ACRN advertiser, has agreed to pur 


4a ° ° ‘ = , adv 
Refrigeration Problems pl snack bar has become a chase apital stock of C V. Hill & 


of continuous profit Cc Trentor N. J one of the pio 


A Favorite ACRN Feature Re stone ints are now major pros neers in commercial. refrigerators 


for ACRN dealer-readers Sale is subject to approval of Sav 


Bt | 
wholesalers, geographically 
nv se seeking 


er 
tior ithe The Direc- 


istrv 


pects 
Reed's Re e! n Prob These dealers are pushing and sell age Arms stockholders this month 
i Their S« ts ,_freezers, display uses, fixtures This purchase will expand Savage 
nsers, beverage ] ‘ Arms’ present refrigeration business 
which includes ice cream cabinets 
ind open-type low-temperature dis 

ibinets for retail stores 


V. Hill & Co. makes display 


G-E Units To Handle ome gal ooeme refrigerators 


All Town's Garbage ti Complete information on ae of these 


topics. Check item ond moil to 


ons 


@ reviewing both the JASPER, Ind.-After Aug. 1, all AIR CONDITIONING & 
wusiness aspects of garbage in this town of 6.500 will REFRIGERATION NEWS 


pecial significance t lisposed o ‘ cally by G-E “Dis 
460 W. FORT ST., DETROIT 26, MICH. 


Their megsages to posall” un ’ led by the town in 
serv men get high readership each home ‘liminat le garbage os 


and results cam and collect The pmpaper of ie ni” 
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Editorially 


® Talk Marketing to Stockholders 


ual reports have 
simplifying cial intors 
that the stockholder not too niliar with corpora 
the basi facts 
« the « xcept ynal 
ur 
and 


et the stock 


esstul tuture 
tockwell Mf 
LOW, in 


was reporter 


@ What to Look for on the Coast 


As readers of Inoustriat, Marketine know, the 
West Coast has experienced a remarkable industrial 
expansion during the past decade, and the reports 
of the Bureau of the Census for 1947, comparing the 
basic statistics with those for 1939, shows how well 
the area has performed as compared with the rest 
of the country 


Taking the significant factor of “value added by 
manufacture” as a vardstick, California increased 
its share of the national total from 4.60°% in 1939 
to 5.37 in LO4; 


| and Washingtor 


Oregon went from .70%o to 


ilone failed to make a sper 
than held its own 


tacular gar ilthough it more 


with | of the national total in 1939 and 1.17‘ 
in 191 
Most 


of the rise of the West. due to war 


industrial advertisers are fully conscious 


and postwar ex 
and other factors 


pansion, mere ased popul ation 


But to get the full impact of these statistical figures 


it r\ ‘ e first-hand the ce 


is net 


the Pacif 
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PLAN FOR QUALITY 


MPANY AND MAKON 


fp GET satisfactory results in printing, plan for quality and carry 
out the plan. Cantine’s genuine precision Coated Papers will 
enable you to retain high fidelity in the reproduction of photographs 


ind painting not one print at a time but by the million — by either 


letterpres 


(aM my, Coat Iegery 
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@ Sales Promotion Ideas 


COMMENT ON CATALOGS © BOOKLETS © DIRECT MAIL © EXHIBITS @© MOTION PICTURES © SLIDE FILMS @ SALES HELPS | 


SPECIALLY constructed, nine-car e 
AXviivad tain conn ene GE Sales Promotion Involves 
its of more than 2,000 electrical prod 
ucts and processes, will be sent on a / W k > th R \ | r Oo a d ‘ 
nationwide tour this spring by Gen 0 r ! n g 0 n e a 
eral Electric Co.'s Apparatus Dept., 
Schenec tady, N. ¥ 

The train, which has been years in 
the planning, will be exhibited to util 
ity and industrial executives and muni 
cipal leaders in key industrial centers 
The train will not be open to the pub 
lic 

Exhibits will range from precise 
aircraft instruments to complex work 
ing models of steel mills, textile and 
other industry equipment. Also in 
cluded will be turbines of all types 
steam, gas and mercury; equipment 
for transmitting and distributing elex 
tric power; and motors and controls 
engineered into combinations that can 
perform a wide variety of industrial 
operations 

The train, first ever built for indus 
trial sales promotion, will be christ 
ened, the “More Power to America 
Special.” The cars are being built by 
Pullman Standard Car Mfg. Co. The 
train will be hauled by a two-unit 
4,000-horsepower diesel-electric loco SCALE MODEL of a car from General Electric Co.'s new, specially-built “More 
Power to America Special” train is inspected by (from left) C. H. Lang, vice-presi 
displays dent in charge of sales, Apparatus Dept.; C. P. Fisher, Jr.. manager, Apparatus Ex- 

hibit Train Div.; and J. S. Smith, advertising manager, Apparatus Dept 

C. H. Lang, vice presidet t in charge 
of sales, said that the train “represents Monsanto ‘Sells’ ridors of Stix, Baer & Fuller, local de 
one of our greatest efforts to meet cur in a Department Store partment store 


rent selling conditions in highly com Something different in sales promo The exhibit, sponsored jointly by 


motive which itself will be part of the 


tion and public relations was the ex Monsanto and Stix, was one of a new 


petitive markets. We look upon it as 
sabout Monsanto Chemical Co.., series of industrial exhibits that the 


the most in y rtant single promotor hibit 
sl undertaking in the npany s in t ouis, and its products presented store is presenting as a traffic build 


dustrial marketing history the ' loor auditorium and cor Continued on Page 64) 


KITCHEN SET, incorporating everyday products that uti Div., before houseware buyers and sales personnel of Stix, 
lize Monsanto chemicals and plastics, is discussed at left by Baer & Fuller, department store. Lecture and glass blowing 
Jack W. Porte, St. Louis branch manager, Monsanto Plastics demonstration at right were part of joint exhibition 
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~ find him ! 


Throughout American industry there are countless men who need 
your product ... and are able and willing to buy it. Your sales force 
finds lots of them every year; but they can't hope to see the impor- 
tant officials in all the 41,500 cop plants of the country. Even if they 


could, their time is too valuable for such cold prospecting. 


That's where N.E.D. proves its value. It is read by more than 200,000 
officials in the plants which do over 85% of the business in America. 


65,013 It finds the men who are interested in your product — but more 
COPIES 
frotal 

distribution 


important than that—it gets them to tell you who they are! 


That's why men who want results use N.E.D. ... and why more 
200,000 and more advertisers are learning this effective way to secure high 


READERS quality sales leads at low cost. 


in 41,524 
PLANTS 


A PENTON PUBLICATION | 
Penton Building | 
Cleveland 13, Ohio ey 


INDUSTRIAL MARKETING, April, 19 


ano pass ALONG 


cmeck 





BUSINESS PAPER EDITORS! 


Win Nation-Wide Editorial Recognition 
for Your Publication--and for Yourself! 


Enter your publication in the 12th Annual Business Paper Editorial 
Achievement Competition—conducted by 


INDUSTRIAL MARKETING 














Select your most outstanding editorial material, 


and enter it in these five classifications: 


1, For the best series of related articles on one theme. The articles must appear 


in two or more issues it least half of the series must have been published in 1949 


2. For the best single article or editorial serving the publication's field. The 
judges will consider either technical or general articles, editorials, news, and 


presentation of technical or product information 


3. For the best single issue, special issue or annual issue devoted principally 


to a single subject or a central theme. Independent directories are not eligible 


4, For the best graphic presentation appropriate to the publication's function 
Individual features or complete issues will be judged on design, format, typog- 


raphy, or treatment of illustrative drawings or photographs 


5, For the best original publication, market, or technical research published 
in a regular issue. Research must be initiated by and financed by the publi 


ition 


NOTE: Physical size of entries must not exceed 18" x 24”. 




















Awards will 


be made in 
2 handing Trade and Export 
three fields: , 
nstitutional and Professiona Publications in this group moy elect to receive 


t the wn trade conventions or other meetings 
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Win one of these editorial achievement 
plaques! 


Three panels of judges, well known for their 
knowledge of the fields served by each group of 
business papers, will name at least 15 first place 


plaque winners, and 15 certificate of merit winners 


Editors and Publishers may enter their best work 
from issues dated January, 1949 through December: 
1949. All entries must be postmarked not later than 


May 1, 1950. Competition is open to editors of 


Six of 18 winners of the 11th annual competition as they received plaques at the 


NIAA convention in Buffalo last June. 


business papers (not house organs or company 


publications) published in United States and Canada. 


Judging will take place in Chicago, May 15, and 
winners will receive their awards at the NIAA Con- 
ference, June 29 - July 1 at Los Angeles. INDUS- 
TRIAL MARKETING will publish a detailed story 


covering the competition winners 


YOU CAN MAKE AS MANY ENTRIES AS YOU WISH 


eu, 


Use this 
coupon 
to order 


entry blanks, 











Editor 
Publication 
Address 


City 
INDUSTRIAL MARKETING, April, 1950 


Please send us 
Annual! Business Paper Editorial Achievement Competition. Our 
publication should be classified in the following group: 


Here's a chance to help dramatize the importance of high quality 
editorial content to both advertisers and agencies. 


Focus national attention on your greatest competitive asset 
editorial service. 


entry blanks (one for each entry) for the 12th 


A. Industrial 
B. Merchandising, Trade and Export 
C. Class, Institutional, Professional 


State 





Best Ads of the Year 


Continued from Page 44) 


Repect Performance of a Million Deller Ad 


Mats Saved ley Miipauas/ 


lresporler 


AUTOMATIC Transportation Co 
Chicago, sold 
thereby sold compargy’s 
motorized hand truck 
shows man holding business paper ad 
save $24 
Copy says 


advertising first, and 
Transporter 
Illustration 


headed, “I found a way to 
480,000 in ny wastebasket 
npany “bad no idea [the ad] would 
nationwide 
cutting 
One para 
{ ad Ar 
f prod 
Ruthrauff 


arouse such sponfancous 
nterest by nanagement n 
costs of materials handling 
graph tells turther results 
wther paragraph tells details 
uct performance. Agency 


& Ryar Chicag 


Sales Promotion Ideas 


tized M 
t plasti 


kitchen dran 
sant 1» in manutact 
irtains, stainless table tops, « and 


biscuit mixes and erp t st 


of them avatlabl 


64 


in the book were selected by a panel 
of eight experts in merchandising, 
opy, layout, color, design, illustration, 
typography and public relations. 

The buyers’ panel was varied by 
income groups, age and sex, and in 
cluded such varied consumers as 
housewives, business men, one million 
naire, a college sorority and an artil 
lery battery. Emphasis on industrial 
advertising was increased simply by 
increasing the number of top manage- 
ment executives on the buyers’ panel. 
Although a share of these executives 
were industrial suppliers, the majority 
were manufacturers of consumer prod 
ts 

The resulting increase of industrial 
ids selected by the buvers and, in turn, 
by the « xperts would seem to point up 
that ‘1 top management s interest in 
his suppliers advertising is as strong 
ss in his own advertising and (2 
ood industrial advertising stands up 
well in comparison with good con 
sumer adve rtising 

The panel of experts, each a special 
st in one technical phase of advertis 
ng and selling. changes each vear 
The current panel included Steve Han 
igan, publicist: Lawrence Sizer, vice 
president in charge of advertising and 
sales promotion, Marshall Field & Co.. 
Chica Norman Bel Geddes. indus 

r: Robert May. copy chief 
rv Ward & Co 
John Rawlings. 


lent. Society of Photogr aphi Il 


Chicago 


lustrator 


lisplays including ph tos 


grams, explained the manufac 
of these produc ts. In the store's 


ra epartment films 


ku o™ cope 

own of previously televised 

vl nto product demonstrations 
Monsanto 


d direct mail t 


und Stix used newspapers 


promote attendance 


lustrators; Douglas M. Smith, presi- 
dent. Chicago Art Directors Club; and 
Professor Charles Kinison, director, 
School of Printing, Ohio State Uni- 
versity. 

Price of the cloth-bound volume is 


$15 


Bamce STEEL Conreration \RRee 


ARMCO Steel Corp., Middletown, O., 
ad was both institutional and product- 
selling with a touched-up picture of 
children doing lessons in the rain. Copy 
says that it’s not so far fetched (what 
with school shortage), that three Arm- 
co Steelox classrooms can be built for 
the price of one conventional class- 
room and that Steelox construction is 
cheaper and faster for “use in business 
and industry, too.” Agency: N. W 
Ayer & Son, Philadelphia 


SALES AND SERVICE promotion 
are included in this mobile service 
training unit that R. G. LeTourneau 
Inc., Peoria, Ill, is sending on a na 
tion-wide tour of the company’s dis 
tributors to assist them in servicing 
LeTourneau equipment. The unit car 
ries cutaways, exhibits, other training 
aids and a portable classroom manned 
by four maintenance experts. Truck 
pulls a 33-foot trailer 
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MARRY-E-AH-WHIT-TO 





Communications & 
intercommunications Systems 
Advertisers 


in Business Week 


RESULT 


WHEREVER YOU FIND IT, YOU FINDA 











MANAGEMENT-MAN WELL INFORMED 





Intriguing for 
SQUEEZING... 


tall, dark and daring 


LYDIAN BOLD 
CONDENSED ITALIC LY 


A luscious letter form of vigorous. moving spirit; 
gorgeously groomed in sleek svelt lines: that 


snuggles a lot of letters to a line. No mere consort 





of its roman companion to be used only for em- 
phasis. but an emancipated feminist capable of 
carving out her own career with commendable 
confidence and credit. A true sans serif. but radiant 
with interest and rich in color and character. For 


brilliant display or lavishly leaded text. Lydian 





Bold Condensed Italic has an appeal that stands 
‘ : | Write for specimen sheets of Lydian 
unrivalled. Available now from stock at all ATF Bold Condeneed end lealle 


Branches in all sizes from 10 point to 72 point. 





American Type Founders Re 200 Elmora Avenue. Elizabeth B. New Jersey 


Branches in Principal Cities 





Advertising Volume 


in Business Papers 


March 
Volume 5.4%, (in Pages) Under 1949 


IT rvcke 
ass 


Export 


Grend Total 


Year to Date 
Volume 6.9°%, (in Pages) Under 1949 


Grend Toto! 


industrial Group 


Industrial 


Group 


N ARCH advertising volume for 250 
4 business papers shows a 54 dre 
March. 1949, a decline of 1554 


last vear’s March total of 
tor 


trom 


pages trom 


28.293 pages 
the first three months of 
76.200 pages placed 


Cumulative figures 
1950 show a 


69 drop, with 
1950, 81.861 pages in 1949 
publications which 
February 
4 


The % Class 


showed a ncrease in 


have upped their margin to l 


linage 
with a cumu 


over this per od last year 
showing a slight 


lative percentage figure 
4 decline for the vear to date 


Product News publications gained 


n Mareh (figured on a basis 
a total for the 
9 gain 
over the first three months of 1949 

ff l for March, or 
decline at 


1949 


‘ 
ot 


19th pages) with 


ar-to-date of O89 pages. 4 


mmulative 


inder 


pages 


Export public ations carried 


n March i drop of 6, pages 
fron March 194 with 461 
below the 1949 cumu 


L064 page 


industriel! Group 


Contu ued 0 





By HOWARD G. SAWYER 


How to Advertise to 


Business Men: Part 18 


In consumer advertising, copy ideas can often come out 
of the creative ad man's head. But in business paper ad- 
vertising, your ideas must stem from facts... about the 


product, the market, the buyer. 





PERFORMANCE DATA REPORT 


InoveTma. PRooucts Derantwaent 


Sunvie 99 
The MMMM Paper Co. 
PRE 


calendere 


Sun Product 
Customer 
Name of Person interviewed r. 


address MMMM Now Jerany 


Titie__Maintenance Supt. 





Kind of Machine Peper Make Various sakes Model 


Operational Data (include feeds. speeds. rate of production, raw material, end product, and all sunilar data available) 


Manufacturing paper. There are f these supercalenders, each 


rolle high. Tw troulating syeteme are used, 6 calendere per 


syetes, 


and Where Sun Product Used eed ae lubricant in circulating syetes, 





Product Previously Used and its Performance 4 Competitor's eupercalender oi]. Company's 


records show that while thie oll wae in service, they averaged 5 bearing 


replacements per gonth. neervative coset r replacing bearings was 


about $: ! i hie i r 5 ting lost production. O21 picked 


t ‘ rab * te ee ‘ ‘ narat t } 
ip a id 4 z : .§ Separate ¢ © well 





1 maintenance, increased machine or tool 
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created three 


| N easeeman is 
+ ways 
lL. by inspiration (or whiun, OF 


successiul only if you are 


guess) 
fortunate in having your inspiration 


guided, by sure intuition of lucky 


hance, in the proper direction 


2. By wnitation—an easy and quick 
method, and sometimes a sale-and-sure 
method, but only if the conditions are 
more or less identical with those of 
the example being imitated 

3. By (that is, 


the process by which a central fact 


induction n logic, 


is reasoned from observation of a 


number of facts)—successful if the 


proper facts are known and if the 
right 
lected 

It is 
method 


method of using them 


i= op 
obvious that the inductive 
operating with facts—is the 
one most promising of sound adver 
tising ideas. 

Now what is a fact? 

The reason why anyone will pay 
good money for the product you're 
advertising is a fact. It may be inter 
preted to your buyer in the form of an 
idea (a suggestion, a compulsion, a 
desire, a fear. an assurance). but it 
begins as a fact 

It may not be an obvious fact 

The buyer's motive in buying may 
he altogether different from what you 
might suspect that it is. 

Or you may—because you do not 
know all the facts 
portant one. 


miss the most im 


Trving to guess what the fact is 


which should be used in the copy is 


ridic ulous You. as an advertising 


man, are in no position to assume that 


you know why a business man buys 
a given product 


goods 


For many types of consumer g 
good a source 
Brands 
within a class tend to be pretty mu h 


like and so do 
them 


the ad man himself is as 


of reasons-for-buving as any 


the people who use 
me luding the id man 

sfacture his ideas out 
f thin air ire the holes 


the market's skeptre ism that he can 


So he can mar 
und so many 
n whatever he dre ams up to be 


matter how un 


want to 
e dubious 
He can pr 


tige beauty. lowe he 


unbe 
pres 
white 


CASE HISTORY data is 
salesman to get with a forn 
for Sun Oil Co. Plenty 

product inforn 


easy tora 
like this 
space is 
given for ation, ad 


vantages, remarks 


1950 





Do Radio-Electronic Engineers 
KNOW what you make? 


@ If they ought to know, tell them in the IRE 
YEARBOOK. This is the Directory in which they 
have a personal interest. It lists more than 17,500 mem- 
bers of The Institute of Radio Engineers and gives their 
membership grade, length of membership, business 
connection and address. It contains the annual report 
of the Institute, its Constitution, an index to supply 
firms in the radio-electronic field, and an engineers” 
guide to products. 

@ 3327 different firms have cooperated in helping 
set up the company and product indexes, supplying 
detailed listings of the radio-and-electronic products 
they make or services offered. 17,500 members have 
helped by furnishing their personal reports. The 
whole project is a co-operative, non-profit service to 
members and the industry they serve by supplying an 
annually corrected directory of engineers, firms and 
products in one, easy-to-use volume. 

@ . The information provided is unique. Engineers 
work with engineers and the membership lists provide 
both a fellowship service and a record of experience 
and standing, vital in. a» technical and _ scientific 
industry. 

The product data is arranged in fundamental 
classifications, established by engineers, for engineers. 
They are director, and faster to use than terminology 
classifications. In the alphabetical list of firms, num- 
ber coding reveals all the engineering products each 
firm makes for our industry. This gives a more com- 
prehensive picture of manufacturing and service firms 
than appears in any other directory in the field. 

@ One advertisement works a whole year for your 
firm in the IRE YEARBOOK. Issued annually in Sep- 


Full IRE YEARBOOK supplied 

te members, + 500 

peges of three directories ie 
firms 


one, engineers, and 
> Advertising orig 
here. 


tember, this book is kept as a prized possession by each 
member until the next comes out. It is used again and 
again because of its three important services — engi- 
neers, firms and products, so completely and clearly 
indexed. Moreover, the advertiser gets all the “breaks” 
in this Directory because all his listings are in bold 
type, with cross-reference to the page of his display 
message. 

@ Space costs are economical, and requirements 
very flexible, ranging from a one inch engineers card, 
or a sixth of a page display unit to complete catalog in- 
serts. All ad unit sizes are standard to the 7x10 inch, 
3 column page. Rates are: 





1/6th page $ 60 
1/3rd page $100. 
2/3rd page $180. 
Full page $250. 
2 pages or spread $450. 
Catalog insert rates on re- 


Identical to one Time “Pro- 
ceedings of the LR.E.” rates. 
Contract advertisers get same 
‘liscounts. 








quest. 





@ The economical catalog insert plan started in 
1948 has proved a boon to firms wishing radio engi- 
neers to have their full data in a permanent and alwaye 
available file. Catalog advertisers doubled in 1949. 
Prices will be quoted simply for inserting preprinted 
814” x 11” technical catalogs, or including production 
and printing. 

@ The IRE YEARBOOK is the “product reference” 
part of the IRE Balanced Promotion Program. Ad- 
vertising in “Proceedings of the LR.E.” provides 
“product promotion,” and a Radio Engineering Show 
exhibit is “product presentation.” Ask us for the 
Program Plan 


THE INSTITUTE OF RADIO ENGINEERS 





TO SELL THE 
RADIO 
INDUSTRY 
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teeth, and back up his promise with 


nothing more than an advertising 


gimmick,” and if he makes his prom 


ise 6u(olten enough and handsomely 
enough, he is a success 
To decide upon what sort of pros 

ise to make, he has only to search his 
own wants prejudices and passions 
Po select the gimmick with which to 
implement his offer, he has only to 
seek a standard ad 


vertising formula 


switch” on some 


Suppose he has to sell Ipana and 
Sal Hepatic a He might ask himself 

What benefit should I « xpect to get 
from using Ipana and—what benefit 
should | expect to get from using Sal 
Hepatica For the 
of benefits 


former he would 
have a choice 
of tooth decay 


better 


prevention 
sweeter-tasting mouth 
For the latter 
relief of 


ippearance ete 


the ree henefit * certam 


stomach distress 
solve his 


Perhaps for Ipana to 


problem of chotes he conducts a 


market survey among his friends or 
by buttonholing people on the street 
and learns that whiter teeth (better ap 
pearance is what people would like 
te get trom Ipana 

“o he gives it to them The adver 
gimmick he 


Re sult 


tising selects is the smil 


Ipana for the 
sal Hepatic 1s for the Smile of 


Smite of 
Beauty 
Health 
That s good ind 
successful, and | don't 
method of 
But it doesn't work that wav when 
rht by 


r their businesses 


indoubtedly 
mtend to dis 
parage the irriving atit 


our product m one bow busi 


tess ont 

Wher you re 
ky. vou: lj as a whis 
kv drinker ’ ol, to ve 


am eater ’ 0 is 


writing « py of whis 
amnwrite / yours 
urself as 
i man with 
feet 

But the 


user or can 


pywriter is seldom the 
even pretend to be the user 
business mer He 


of products sold t 


yond type writers ncoustical ceilings 


and paper clips he cannot easily pr 
joet himself into the role of purchas 
ing agent. So he innot r at least 
should t write business paper « Y 
business mar 


Further: because the 


buving things for himself as a pr 


prietor r as an agent tor the con pany 


that hires him is a lot cannier thar 
neckties t 


suit his thirst 


he is when buving suit his 


taste or beer to there 
fore, the usual adve rtising “gimmicks” 
do not work 

The writer of business paper adver 
middle 


tising then, is strictly in the 
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an interpreter. With neither the prod- 
uct nor the buyer is he able to identify | 
himself 


what kind of 


buver is and what he wants 


be he has to learn 
man the 
and what the product is and does. 


extent that the task is not completely 


s not an easy task, and to the 


performed 
resultant advertising likely to be weak. 


Learning the Market 


not only dif- 
they 


Business markets are 


ferent from consumer markets 


ilso vary a great deal by businesses 
ind by functions (titles) 

The same produc t sold to three busi- 
ness markets—say farmers, munici 
pals and original equipment manufac 
turers—may well be bought for as 
many different reasons 

Further 


them to 


the jobs people hold re 
different 


points and objectives: a designer may 


quire have view 


want compactness, a production man 


speed, a maintenance man accessibu 
fy 1 purchasing man economy all 
from the same product 

Also language varies from industry 
to industry from function to function 
Miners and architects have very much 
unlike languages: so do engineers and 
Therefore the 


product should be presented n differ 


purchasing igents 
ent terms when presented to different 
ndustries and different functions 
So there's a lot the copywriter needs 
learn about the people he intends to 
write to 
authority as 


Such ar alvertising 


\esop Glim has made a big point of 


Trick” which 


opy writer s putting on 


mut of his office in 


calls the “Hat 
onsists of the « 


what he 


his hat and going 
urch of facts 
ditch digging 


agencies talk 


“orne 
sbout out in the field 
This is all very well, but the good ad 
ice collides with the hard fact of such 
work becoming 


paper 


rutsicte expensive 


Few business advertising 
budgets are large enough to accommo 
late expense accounts for copywriters 
coal mines lum 


refineries 


d fishing fleets 


trips t i 
mps an 
Certainiy no one ¢ opywriter can ex 
ot the opportunity of visiting all the 
many products 


sold 


cannot 


urkets to which the 


he has to write about are 


Besides, copywriters slwavs 
welcome mn 
offices and 


res when they an 


hand for the 


he certain of a radial 


sircraft plants, architects 
plumbing omnis st 


nee the es t 


Mf 


to the same extent is the | 





Here are 8 other manufacturers of wire 
rope whe advertise in CONSTRUCTION 
METHODS AND EQUIPMENT te reach the 
men “‘on location” who select and buy the 


equipment they use: 


American Cable Div., 
American Chain & Cable Co 

American Steel & Wire Co 

Bethlehem Steel Co 

Hazard Wire Rope Div., 
American Chain & Cable Co 

Jones & Laughlin Steel Corp 

Macwhyte Co 

Preformed Wire Rope Div., 
American Chain & Cable Co 

Wickwire-Spencer Steel Div., 


Colorado Fuel & Iron Corp 
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... because CONSTRUCTION METHODS AND 
EQUIPMENT readers — on-the-job 
construction engineers and contractors — 
constitute one of the biggest markets 

for wire rope. 


23 yeors age in 
CONSTRUCTION METHODS 
AND EQUIPMENT 











Those engineers and contractors rely on wire 
rope in the performance of many heavy-duty 
construction operations. It’s an indispensable 
element in job mechanization, and job mechan- 
ization is their means of getting work done on 
time and at a profit. 

A. Leschen & Sons Rope Co. knows that these 
responsible construction men buy the brands 
of wire rope they know they can depend on— 
the brands they’re familiar with—the brands 
that have established themselves in their favor. 
And Leschen knows, too, that a large part of 


How LESCHEN uses CM&E today — to 


increase sales; to cut the cost of selling 


the job of establishing familiarity and favor for 
“HERCULES” (Red-Strand) Wire Rope can 
be done effectively and economically by con- 
sistent advertising in the magazine that serves 
the interests of the men whose primary job is 
the mechanization of construction work. 


So Leschen has been advertising in CON- 
STRUCTION METHODS AND EQUIPMENT 
— since 1927. 

If your product can help construction men do 
their work better, faster, cheaper, telling them 
why and how in CONSTRUCTION METHODS 
AND EQUIPMENT will help you make more 
sales in the country’s busiest market. 


CONSTRUCTION 


METHODS AND EQUIPMENT 
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Selling Customer’s Customers 


ls Job of Allegheny Booklets 


A supplier of stainless steel boosts its fabricators’ end 
products in the dairy, petroleum, processed foods, meat, 


brewing and laundry industries. 


for sales lit any other single industry group alone, 


TAILORING 


» lews than for women s 


YPECIAT 


Le erature, m each booklet is broadened to interest 


elothes, attracts interest presidents, general managers, superin 


Allegheny 


Pittsburgh. was 


Ludlum Steel ¢ rp tendents, purchasing agents fabrica 


wware of that whet tors and others. Since publication ol 


the company evolved a plan for pre vw first booklet, aimed at the dairy 
paring specialized literature aimed indu others have pointed to the 


ed foods 


meat, 


all = 

Stainless 
ia 

Industry 
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Black Gold 
ALLEGHENY METAL 


etme Sent te me Peewee tetmerne 


brewing and laundry industries 
The booklets are used like this: Al 
legheny offers a supply of the book 
lets to the fabricator in order to (1) 
increase his interest in using stainless 
steel (Allegheny particularly) in his 
product line and (2) help him sell his 
products built from stainless steel 
Fabricators who have accepted the 
booklets have supplied quantities to 
their salesmen and engineers at head- 
quarters and branch offices and to 
distributors and their salesmen. Fab 
ricator salesmen then have been free 
to distribute the booklets during sales 
calls as an aid in direct selling 
One of the keys to success for the 
hooklets has been to solicit material 
for the booklets from each industry it 
self. Material obtained from individ 
ual companies was rewritten and 
me rged into i single booklet, with only 
1 modicum of Allegheny data and 
sales talk 
Thus the industry furnishing the 
material regards the booklet largely as 
the industry's own—and is naturally 
interested in the finished result. In 
this manner. a pre-issue demand is 
built 
The Allegheny sales promotion de 
ent, alter printing a new indus 
es after the pre 
existing 
the depart 
t the booklet at 
sales ce partment 
rtant accounts. 
their trav 
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y R % Ds aed Souls a me ‘h, ahh: 
a ee PER SS. NA ‘ye aa 


What better proof of reader impact (that 
is, enough through-the-book, thorough 
readership fo make it worth your while) 
would you want than this: 


A black-and-white quarter page in the 
back of the book pulling 275 inquiries 
from one issue! 


And as for inquiry quality that adds up to 
sales, We quote from a letter from Rona 
Laboratories Inc.: 


“The response fo the first month's run 
was so great and so varied that, frankly, 
we are finding it difficult to handle any 
additional prospective business. There 
have been 275 replies to date.” 


* * * 


This kind of arithmetic might very well be 
applied to what you are trying to sell. We think 
you will agree that it’s worth looking into. 
Write us today describing your product and 
requesting our evaluation of the market for it 
among the readers reached by MODERN PLASTICS. 
We'll cell you frankly whether MODERN PLASTICS 
oe is of is not a proper medium for you to US* and 
we'll give you the reasons either way. 





INQUIRIES 
Leman SEES 2 —_———__————«~,, 


MODERN P sTics w s AK ed A 
LA 
ri ith it BC-audit 
circulation o 1.7530 ver no »niy 
: f 19, covering not I 
: me ‘ 
the plastics industry, ut also t » 
h l b ‘ he mayor 


BRES 
KIN PUBLICATION 


uyit in $s c aus 5 

& 

b n fluences in other ind tries wher 
ere 


plastics are used 
. sed in volume—has ee 
est paid circulation and soa . the high MO 4 . 
torial and advertising les more edi 4 
books in the fel pages than all other 1 
INDUS ree MAGAZI . 
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‘ . . id 
ew York 17, os 
, N. Vx ie) 
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economy, price trends, availability of materials and 


. 
oan 0 Ow emica countless other factors. For this information he must 


de pend, twa large degree, upon his sources ot supply 

ee p A 4 K M He must demand of suppliers not only uniformity of 

says, . ° is ey an product and efhicient service, but also reliable judg 
ment concerning price trends and availability 


° . 
in the Industrial That is why alert suppliers more than 600 of 


them last year use the advertising pages of Pur 

Pict ” chasing, regularly, to help keep the Purchasing Agent 
! ure see well intormed Like Dow Chemical, they recognize 
the key posimion the P. A occupies in roday $s in- 


The modern Purchasing Executive plays a vital role dustrial buying 


in the operation of his company. Charged with the They know. too, the importance he places upon 


’ o ‘ ! ’ st lat 
pity f omamimng the best ava nie mate his own trade paper The ne national 


magazine 
woth production and research at the lowest tailored to the exact requirements of the purchasing 
rhe ’ thor < «I r a 

cost, without sacrificing quality, he is an function. Purchasing is read by P. A.s controlling 


rtant member of the management team says 

j i . ft os ne so ' 
Mr. Leland Doan, Manager ot the I Angeles othce, is complete without it! For full details, write to 
Dow Chemical Company Purchasing, 205 East 42nd St.. New York 17, N. Y. 
lodays P. A poms our Mr. Doan must be Offices in Chicago, Cleveland, Dallas, Los Angeles. 


85% of industry's purchases. No schedule to industry 


extremely wel intormed regarding he nationa 


UCASE rr nn 


PUBLICATION 
THE NATIONAL MAGAZINE FOR PURCHASING EXECUTIVES 
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Master Strokes of Imagination: 1923-1950 


TE WERE sitting in the office of 
the advertising manager of 
Calvert's not long ago. 

While he was busy on the phone, 
we kept staring at the bulletin board 
that covered two walls of his large 
office. Naturally, it was papered with 
Calvert ads. And, so far as we could 
see, they were all part of the now fa- 
mous series of Calvert testimonials 
from just-average jerks like ourselves. 

The most interesting thing, how 
ever, was the terrific play on names. 
Most of the proofs were of magazine 
ads and most of the ads featured 
several Calvert swearers-by. Thus an 
ad headed, “North. East. 
West” 


from four gents of said names. An- 


South and 
had pictures and kind words 


other had, going down the page, in 
big caps. “SPRINGFIELD, MO 

SPRINGFIELD, MASS SPRING 
FIELD, ILL.” and another Springfield 
from with testimonials 
Still another, headed “Ac- 


cording to Hoyle” played up the com 


somewhere 


from rac h 


mendation of several characters. all 
Hovles 


this clever 


And so, all around the room, 
intriguing use of names 
When our host hung up. we compli 
mented him and then asked, “Must 
take a lot of work thinking up new 
twists on that campaign.” 
Not really.” 


little imagination.” 


he replied. “Just a 


How Many Advertising Men 
W ith Imagination Do You Know? 


Not too 
in this slice of the business 


many, well bet. Especially 
But even 
the consumer boys can't boast. They're 
not exactly filthy with this rare germ 
After all, the product—their work 
speaks for itself. And the 


tising pages of many a magazine, con 


adve T 


sumer or business paper. are pretty 
prosaic these days 

You don’t remember way back in 
1923. We do. In the Dec. 8 


The Saturday Evening Post 


if vou want the facts, there was a full 


msue. 


page 76 
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please do not lick this page! 


Life Savers 


page ad (must have cost $8,000 more 
or less) with just two lines of type in 
a little rule box 

“Walter P. Chrysler, Motor Car Manu 

facturer. See Preceding Page” 

The Post called it. “The loudest 
whisper ever printed c 

Oh. we know You're 
What did the preceding page say 
Okay 


curious. 


Walter P. Chrysler* 
Motor Car Manufacturer 
By reason of his past and pending a 
complishments the figure of Walter 
P. Cheysler ix of interest and signifi 
cance to all motor car owners 
Engrossed for fifteen vears in automo 
bile manufacturing operations of con 
siderable name has 
been almoet unknown to the general 
public because he has submerged hi-« 
personal identity in his work 


magnitude, hi« 


Within the moter car industry he ix 
widely re spec ted, and I. known a> one 
of its commanding figures: and in 
important 
shortly to be made. it ix now desir 
ible that this knowledge should be ex 
tended to everyone interested in 


view of snnouncements 


motor care 

An authoritative estimate of Mr 
Chrysler's record and abilities as a 
motor car manufacturer will be pub 
lished im next week's issue of The 
Saturday Evening Pot 


*Pronounced as though spelled, Cry- 

sler) 

We know Walter Chrysler had im- 
agination. This example here is only 
to show you that his first advertising 
man had it, too. 

Now, for the sake of another superb 
example, skip almost 22 years to Aug. 
20, 1945. Recall the front cover of 
Time that memorable day? Of course 
you do. It was V-J Day 

Sure—the red ball of the sun with 
the criss-crossed black stroke X ing it 
out 
And how ! No pe e 


ture we have ever seen has said so 


' 
Imagination 


much, so eloquently. 

Want another? Righto. Mar. 10, 
of the New York Times. 
Seven-column Macy What 
with the terrific popularity of picture 
books for big people such as “White 
Collar Zoo”, “The Frenchman” and 
“The Baby”—what does Mr. Macy 


Five screwy close-ups of the 


1950) issue 
layout. 


give us? 
million dollar mug of Bob Hope, all 
to tell you, “It’s smart to be thrifty 
MACY'S’ 
‘Scuse us 


Gotta finish 


this ad on “Quality Counts in Quizzle 


fellows 


Qumps”.) 

Yup, we mean 1 M-A-G-IL-N-A 
rtON like “Mr. Friendly” 
for American Mutual Insurance . . . 
like the distinctive, so apt blood-red 
backgrounds on the American Meat 
Institute ads like the screwy, but 
not-so-dumb headlines and copy for 
Comptometer like Lifesavers put- 
ting a flock of their little product in 
full color on a page and then saying, 


. like 


gems from 


“Please do not lick this page!” 
some of the pure copy 
Travelers Insurance (one of our all 
time favorites, “Herbert, Jr.s Bumble 
like White Rock's lovely, 
ephemeral Psyche. flittering through 
all their ads like Four Roses put 
ting drinks in mail boxes. icebergs 
und what-have-you . . . like General 
Mills creating Betty Crocker . like 
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“lL have found you can believe it 


Carlos P. Romulo 


if you read it in Newsweek.” 





Be Ale 





Genera 


President UN 








Newsweek 


First with Men Who Need to Know 


R Rom F he ( 
" Ne th S ) 1e oF 
} f 4 ke nott ' t 
J y b Pexaare f he { 






First to Match the Fact with Signed Opinion 


Number one aim of NEW Pv litelg Mt Mie ©1427 1 LoL wed 
news story of each week in clear t cldse-ups of the passing scene. But 
NEWSWEEKE editors saw beyond tt primary goal made N 

firs! among news magazines to add signed opinion to the reported fact 
Every week in N WEEK Siqned Opistion features bring you the views 
of experts in such diverge fields as politics, business, Washington, and 
yiob trate Ye N K ¢ s STM sel. sMniclaaelile me): . 

with ne Joubt where f y @ and a . 


7 . 
First for Low-Cost Selling to High-Income Families 


yin N K wi each more hightincome families per 
d xr than in any other magazine. Thots why more pages of Heating 
4 for ex ample, appeored in i. 
than ir Ret fomes & Jens, Collier k an 
} ' wh rowert 


Pan-American Airways getting Ber 
nard Shaw, himself, to edit a piece of 
copy on Ireland like 
peake & Ohio shooting off railroad 
tireworks with “A Hog Can Cross the 
Country Without 

Hut YOU Cant’ 

Yes, and even like Tommy Man 
ville’s exotic full page in the New 
York Herald-Tribune $5,000 RE 
WARD to anyone who can prove that 


my telephor es are tapped 


the Chesa 


Changing Trains 


What's All This 
Cot To Do With You? 


Enough, enough,” you're probably 
grumbling | write ads for the Ride 
ley-Fideley Machine Co 
vis to please the client. | gotta stay 
friends with the boss. You leave that 
Mr. 1 Magination on the television for 
the kids 
the installments on it 

And yet 


right down to it there's really more 


I gotta write 


Im the guy has gotta pay 


you know. when you get 
opportunity to use imagination in in 
dustrial advertising than in the seem 
ngly more romantic consumer market 
Yes, there is 
bingineers and production men are 
Many of them have had to 


to kee p their « ompanies alive and pros 


dong it 


pering Look at the cde velopment work 


clove by aluminum plastics chemi als, 
even modern machine tools 

Remember, it was an industrial out 
fit that coined that wonderful word 

IMAGINEERING.” Which reminds 
us, we have an industrial ad right here 
that the Aluminum ¢ ompany of Am 
erica ran back in 1943 that says every 
thing we want to say to industrial ad 
mer mily better Its headed We 
Have This to Say about Wood Lis 
ten 


What's being done with wood teday 


would make Chippendale turn over in 
his grave 
The oldest 


stepping out in the 


construction material ix 
younger, faster 
company of the metals. We urge vou 
to watch its strides. It ix going places 
Perhaps the new capabilities which 
have been given to thi» familiar friend 
will help you to meet the challenge 
of providing vour share of the 
million job. that are going to he 
needed when this war is over 

Here at Aleoa we are convinced that 
the more of the new materiale vou 
look at. hard, the more your imagina 
tion will be stimulated for the future 
We mean that 
only product we have to sell vou, and 


Imagineering i+ the 


Imagineering plays no favorites 

We would rather have vou let vour 
imagination soar, and come down with 
woed for the answer. than have vou 
do neo Imagineering at all 


Of course we would much rather have 
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you come down with Aleoa Aluminum 
for the anewer, and the chances are 
that you will in more cases, and in 
more directions, than you have ever 
dreamed of, if you haven't taken a 
good square look at the economics of 
Aleoa Aluminum, as of today 

Even if you are fabricating some 
form of Aleoa Aluminum on war 
work (and who isn't these days?) you 
can't know the half of all the cost 
story that makes Aleow Aluminum 
the newest material there is 

There is « realm for Imagineers 

See, that’s just what we meant. And 
rtainly one roomy corner of that 
alm is in creating the ideas and copy 
w advertising industrial and business 


roods Like yours 
Current Copy—B ith 
ind Without Imagination 


First, with Herewith, a 


handful of ads, mostly from the metal- 


happy 
working field ... and each illustrating 
at least a precious germ of that rare 
quality we're raving about 
Imagination isn’t always the roman- 
tic, history, glamour or the like. Some- 
times it’s the sheer practic a aia ae 
pecially this time in a Joseph lr. Ryer 
“How to Buy Steel Using 
What, may we 


son page 
New Price Schedules.” 
ask, could be more down-to-earth than 
that. First paragraph in this all-type ad 
talks about the basic changes in steel 
beth up and down, and the 

Then, a little ex- 
how, if the 
groups his orders properly, he can buy 


pricing 
reasons for same 
imple showing buyer 
right from the warehouse actually at 
There's a lot of 
good stuff—but 


the sentence that we can't forget, is 


less than mill price 


other pertinent stuff 


this honey 


Our sales representatives have been 
~specially schooled on the new price 


; ODD) 


? 


Alcoa 


structure and will be glad to show you 
hew to buy most economically 


Mavbe this is a little corny, but it’s 
not bad. It's a color page, “Need to 
see a man about a Spring?” Shows 
five men on the phone (and one 
switchboard female}, and next to each 
in red is his city and number. A bold- 
faced display says, “38 factory-trained 
field men in constant circulation!” 
Ad is some sort of a co op, we guess, 
being signed by Wallace Barnes Co.., 
William D. Gibson Co., Raymond Mfg. 
Co.. Barnes-Gibson-Dunbar Brothers 
Co., Ohio Division. A big “E” here 
for Effort, but certainly 

Some thinking lad over at the Ele« 
tric Hoist & Motor Co. made a good 
stab in the right direction with this 
little third-page in the format of a 
Memo to “Dear Boss” 


You were talking about a new crane 
for that bay in the shop. How about 


oranou™ 


Co-op ad 


Electric Hoist 
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New York State Perkins 





By combining paid circulation with Directed Distri- 


bution, MACHINERY is able to correlate its circulation more 
closely with metalworking buying activity -state by state, city by 
city, even plant by plant. Directed Distribution fills the gaps in 
coverage of key buying authorities - gaps that are bound to 
occur with even the most efficient methods of selling subserip- 
tions - giving your advertising power to penetrate the volume- 
buying plants thoroughly ... to reach the whole plant “buying 
committee”, including those inaccessible engineering and produe- 
tion executives who must be sold, but who cannot be reached in 
any other way. The Industrial Press, 148 Lafayette Street, New 


York 13, N. Y. 
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® Wolverine Tube Division % Bristol Brass 


making use of that new fluid coupling Ry coincidence don t vou beleve ganizer of « companies Brass man 


idea. | hear it starts a crane moving t. we hunted like hell for it!) an in first and last.” Let's taste the opening 
mooth as silk, and they use less parts , 
too, You know what that will mean lustrial ad not unsimilar in makeup paragraph while we're at it 

if we want to cut down maintenance to that initial Chrysler ad we talked Hard of head and fist, Isracl Holmes 
osts and time losses bout. This. for Wolverine Tube Divi became the first president of The 
Bristol Brass anl Clock Company on 
the night of April 3, 1850, when the 
plenty white space surround company was organized in the North 


Let's write to Flectric Hoi’ & Motor - » & Hecle 


iu ‘ 
to. In for full information about 


( opper 


Village of Bristol, Connecticut 

then as now the Detroit of the clock 
The N.Y. State De pt ‘ Let this entire page represent the area industry Then, Filmore had just 
of plain tube required for your heat uceeeded Zach Taylor, California 
transfer, The same heat transfer sur had just been admitted by the Clay 
tired old businessmer . . ; face in be concentrated in relatively Compromise And a country lawver. 


Your bere , ‘ " lines of text 


} prett il it 


ose little ads with the bis the space occupied by thie block of name of Lincoln, was beginning to at 
ype by using Wolverine *Trafin tract notice 
the mtegral finned tube 


It then goes on to talk about making 
the first brass parts for clocks of 


ple will call this a stunt, a 
wt. its good enough in 
tan OK As INSERTED 

d star m the office 


Israel smuggling brass-workers out of 
benglamn und ends very nicely with 
And Bristol Brass and Clock pros 
pered more than most. For even then 
AK Assos. Detroit Bristol Brass had already earned the 

name it still holds, 100 years later 
for making Brass fast, making it good 


SHOWER, copywriter 


on hinges simply 


nited and getting it to the customer when it 
had been promised him. That's how 
| Bristol played such a large part in 
as the giving everybody the time of day’ 
So what at a price they could afford. And vou 
whatever vour product, can try Bris 
tol Brass Sheet, Red and Wire today 
long Xx uml get better quality and service 
Hardly ed than ever before 


al standir 


in How could we help but give Joe. H 

dooper sizes at sourer, of Sutherland-Abbott. Bos 
ton, an OK As Insertrep’ 

Bristol Brass We know we've talked about Cruci 


Hot seu-U ts 1 he magination, to« ble Steel Co. several times before but 


The thine > . re lis <p do Builders of the it's so appropos to this essay on im 


featuring a joker izination, we have to bow in its dire 

Imes. Right away, in tion, at least. Color spreads such as 

mn and th t subhead of this colorful ad, you stainless steel is a family affair” and 

« such that f the maginativ touch-—“Loud what's all this talk about stainless 
snappy sales i rif police mug ; steel are gems of purest ray serene 
ndustria P eud taker o ance The Udylite Corp. has enough im 

; igination to figure that folks m ght be 
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Your New Produets 


are Described 


not merely announced— 


in INDUSTRIAL EQUIPMENT NEWS 














Careful editing is an important reason why 


60,338 plant operating men request and search 
INDUSTRIAI EOL IPMENT NEWS for product 


news and information. 


1 E N thoroughly describes new products, im- 
provements in existing products, unusual appli- 
cations and new literature and catalogs relating 
to them. 


News originates with manufacturers. But every 
item in INDUSTRIAL EQUIPMENT NEWS is 
staff re-written; edited for conciseness, complete- 
ness and clarity. 


INDUSTRIAL EQUIPMENT NEWS does not 
depend entirely upon the initiative of manufac- 
turers, but carries on a continuous program seek- 
ing information of value to men looking for 
“things to do things with.” 


These items telling “what it is,” “what it does” 
and “how it works” are weighed for relative im- 
portance to industry men. If there is the slightest 
ambiguity in an item: if the trained eye of 


Centrolied 
Circulation 60,338 


engineer—editor W. E. (Bill) Lrish detects any 
relevant information that is missing—the addi- 
tional information is secured at its source, by 
telephone, by letter or in person 

This editorial effort produces dependable, 
thorough, product news coverage. The 60,338 
engineering, operating and production readers 
of INDUSTRIAL EQUIPMENT NEWS know 
that, for 17 years, 1 E N has brought them more 
news items from more manufacturers than any 
comparable source. They know, too, that this 
information is complete, carefully checked and 
adequately illustrated. 

Result? For 17 years, the responsiveness of 
1 E N's readers has never lagged. In today’s 
competition they are looking more inteneely 
than ever for new “things to do things with.” 
For new, unsuspected markets, for further devel- 
oping present markets, you cannot beat the econo- 
my of this monthly service — $110 to $120 a 
month — which 60,338 industry men depend 
upon for current news and product information. 


Good for SELLING A .... because 


.....+ Used For BUYING 














cael i 4 
4 
InpUsTRIih QUIPMENT. NBM 
PRODUCT INFORMATION SERVICE 
—s 
"aay at bp hige yr, 4 : : ad b 


INDUSTRY S ORIGINAL 


Boston - Chicage - Cleveland - 


LS 
: 
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| Udylite 


CORPORATION 


Udylite 


as mierested in them nemhborhood 

Ldvlite man as they are in their 

neighborhood grocel So it takes two 

pages and fills it up with no less than 
ih photos of its Technical Team 
Where do you work Harrisburgh 
la (all ¢ W. Boll, Jr nice look 
¢y chap with a bow tie Detroit 

h J. Reha i bit bald 

but looks like he knows what its all 
bngland 


wetting 


sbeout) Chut of the « 
bare Australia 
m Udylite to have then 


ountry 
Belgium, ete Count 
What’« more 
well bet this spread of photos gets a 


{ attent Betcha 


# To New Britain Machine ¢ 


its ART picture 
Hamilt to Mr. J 


chalog 


& New Britain Machine 


This * stands for “Typical New Britain 


Sales Kngineet and this double 


stands for, yup Typical Industrial 
Executive Mr. H 
Mi ] (dive 


is replacing five tra hines 


starts by telling 
New Britain 6 spindle 
iutomat 

making this piece Mr 
that his stuff is pretty old, wishes he 
Then asks 
what the savings might be on said job 


Mr. H. hits back 


J answers 


ould buy new equipment 


Well, first off they save operators 
Then there's floor space and mainte 
nance. Of course. vou've got te con 
ider the savings made on tooling and 
etup of five machines against one 
All im all they make the piece a lot 
cheaper im one automati and 
maintain the preduction rate and 


quality, tee 


ft jest LOOKS easy 


WCOME IN STEEL OMMANY Afters of 
(MTERMATIONA, HARVESTER COMPANY 


WISCONSIN STEEL 


Wisconsin Steel 





Well, all we can say is that down in 
the last picture, they're getting ready 
to waltz through Mr. J’s shop . . . so 
it looks to us like Mr. H and his ad 
did a sales job. OK As INSERTED to 
Jesse J. Hatcut, of Wilson, Haight & 
Welsh, Inc.. Hartford, Conn., for ef.- 
fectively experimenting with a good 
but difficult technique for industrial 


advertising 


Imagination Comma 
Without Any 


This is unfair to the people about to 
be mentioned not because they are 
not guilty, but because if we took the 
time we could find so many of their 
brothers and their ccusins and their 
uncles. Yeah. the un-thinkers the un 
imaginative 
Steel Co 
with its ski jumper—headline, “It just 
Making fine steel takes 
same stuff makes good ski jumper Ja! 

Or a hoot to Van Huffel Tube Corp 


It's an everyday fact 


F’rinstance, Wisconsin 
laoks easy 
for “Precision 


with V-H, 47 
We're not really half as upset about 


years under one roof, 


the triteness of the headline as we are 
it the absence of a single spec ifie in 
the text other than that 47 vears 
Electric Storage Battery Co. says 
Exide-lronclad Plates are Different! 


Different hou bigg 


er. better, smaller 


poorer, cheaper, dearer—or what 
The Cincinnati Shaper Lo, suggests 
vou “Use This Cincinnati for Econ 
vena Pretty broad stuff, brother 
Like saving walk home from work and 


Continued on Page |. 


+s CINCINNATI 


ron ECONOMY... 


Cincinnati Shaper Co 
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*e«e 
‘ He! Levens Seco: 
~— we of ineis porn egireee 


How Barber-Greene 
Sells Equipment to Lumber 
and Material Dealers in BSN 


uip- 


building material market 


als handling or allied eq 
e big, ripe lumber and 
om Barber-Greene 
dising business as a top 

So B-G uses dominant 

ILDING SUPPLY NEWS to buy a pre- 

! top equipment 


Ss pl cts amonw the 


BUILDING SUPPLY NEWS 


was no accident For 


| Ing 
p them « 
ce. BSN’s ¢ 
} 


nas saved 


lipm 


The Dealer's No. 1 Market-Place 
for Materials Handling Equipment 


BUILDING SUPPLY NEWS 


TOTAL DISTRIBUTION 22,500 COPIES 


S South Webesh Avenve Chicago 3, Ilinois 
Published by Industrie! Publications, tnc., for over 32 yeors exclusive 
publishers to the Bbilding Industry, aise publishers of Practice 
Bellder, Bvilding Moteric! Merchent & Wholesoler, Brick & Ciloy 
Record, Caromic« industry and Ceremic Dote Book 


Dominant space 
units in BSN buy 
ae ee a 
place for B-G in 
big, ripe equip- 
ment market. 


Noils 
Builders 
Hordware 


Reody-Mixed 
Concrete Block Concrete 
Sond and Tools and mony 
Grovel other Prod. cts 
Clay Products Millwork 


1948-49 BSN 
EQUIPMENT ADVERTISERS 


Americon Floor Surtocing 
Ma Ce 


Anthony Truck Co 

Barber. Greene Co 

Bosset Industries 

Bovghmen Manvlecturing Ce, tne 
Besse Manutacturing Co 

Blow. Knox Div. of Blow-Knen Co 
Block Litt Corp 4 
Choir Belt Co 

Chevrolet Truck Divimon 


” 
SNOW O8 CORAL ROC 
Cut THE COST AND THE ® 


De Welt, inc 
Dodge Truct Division 
Denley Brothers Co 
Oumpcrete Div , 
Monon Construction Co, 
Egry Register Co 
Equipment Engmeering Co 
Execufone, inc 
Fairfield Engineering Co 
Fleming Monubacturing Co 
Flex-Arm Manufacturing Co. 
ford Truck Div., Ford Meter 
Genero! Meters Truck Ow 
Hornischfeger Corp., ? & ¥ 
Mercules Stee! Products Cor 
Heston & Anderson 
Myster Co 
International Truck Ovw 
Inter notena! Morvester C 
Joeger Machine Co 
Jitterbug Sender Co 
Mall Teo! Co 


> r 
IN MATERIA HANDLING A PHALT 


WTCHIM 


we LATEST 


STRUCTION Of 


Mbwovkee Power Equipment 
Monorch Marking System Co. 
Mer gan Co 

Netrone! Cosh Register Co 
Nelson tron Works, inc, NP 
Nelen Co 

Orten Crone & Shove! Co 


Typical Barber-Greene multiple page 


sert in BUILDING SUPPLY NEWS 


For MORE SALES in '50 
Plan a Full Schedule 
in BUILDING SUPPLY NEWS, 
starting with January 
Dealers’ Directory Issue 


Red Stor Products, inc 
Remington hand 

Rou Carrier Co 

Serenec Machine Co 
Signoete Stee! Stropping Co 
Silent Moist & Crone Co 
Smith Co., 7. t 

Stordord Conveyor Co 
Stondord Register Co 

Truck Miser Moputacturer: Bureoy 
Twin- TH Truck Co, 
Universal Tamper), (nc 
Wappet_inc. fred W 


free—Send todoy for your copy of 
the 26-poge repriat of BSN’ « Morch 
1949 Materials Handling Guide. it's 
full of ideas on how products iike 
yours con be sold to lumber and 
building moteriol dealers and 
wholesalers 


The Equipment Manufacturer's 
No. 1 Vehicle for SALES 








Business Paper Space { 25 LEADING AGENCIES 
Placed by os ‘a 


ie ° | J. Welter Thompson 16.932 
Advertising Agencies: 1949 2 Fuller & Smith & Ross 16.398 
3. Batten, Barton, Durstine & 

Osborn 15,732 
G. M. Basford 10,329 
An EXCLUSIVE annual tabulation by INousrrial The Buchen Co 8,150 
McCann-Erickson, Inc 6.199 
Albert Frant-Guenther Law, Inc. 6,093 
a Foote, Cone & Belding 5,396 
over the 390,178 pages placed by these same agencies in Griswold-Eshlemen Co 5.104 
1948 MacManus, John & Adams, !nc. 4,693 
James Thomas Chirurg Co. 4,597 
Cockfield, Brown & Co., Lid 4,592 
MacLaren Advertising Co., Lid. 4,552 


Klau-Van Pietersom-Dunlap 
Associates, Inc 4,539 


Sutherland-Abbott 4443 

Meldrum & Fewsmith, Inc 4.279 

Russell T. Gray, Inc. 4.23) 
The 25 leading agencies lost ground. placing 153,893 Gray & Rogers 3.614 

pages in 1949 as compared with 155,545 pages in 1948 Horton-Noyes Co 3,595 

‘ drop f LO Charles W. Hoyt Co., Inc 3,468 

Compton Advertising, Inc 3,463 
J. Walter Thompson Co. remained in first place, but Walker & Downing 3443 

volume dropped 1.7 from 17,222 pages in 1948 to 16, Cunningham & Walsh, Inc 

$2 pages in 1949 Campbell-Ewald Co 

McCarty Co., The 


MARKETING shows that 525 agencies plac ed 406,166 pages 


of advertising in business papers in 1949 for a 4.1% gain 


The gain was exactly the same as the 4.1° annual in 
crease achieved in 1948 by 541 agencies who reported for 
both 1948 and 194; 

Adding 55 agencies who reported 1949 but not 1948 
page volume, the tabulation lists 580 agencies placing 


$17,194 pages in 1949 


Fuller & Smith & Ross, continuing second. showed a 


annual drop from 16,933 to 16,398 pages 








Batten, Barton, Durstine & Osborn, third, showed a gain 


" from 15.127 te 15 2 pages 








Abramson, Ervin R Advertising Barnett A Barnett 
Acker, Bob, Agency Basford, G M., Co 
Ad Fried Advertising Agency 07 Batten, Barton, Durstine & Osborn, In« 
Adkins, A. L. Co Battistone & Brace 
Admiral Advertising Agency, Inc BaylessKerr Co. The 
Advertisers’ Service, Inc 4 Beaumont, Heller & Sperling, Inc 
Adve.tising Associates ; Beeson-Faller-Reichert, Inc 
Advertising Corporation, The 7 Beldon & Hickox 
Advertising. Inc 7 Benham Advertising 
Advertising Producers A@sociated, Ine ? 2 Benjamin, Herbert 5.. Associates, Inc 
Advertising Service Agency 2 Bergman-Jerrett Co. 
Advisors, Inc 2 Berg Marshall, Inc 
Aitkin-Kynett Co. The ! 5 Best, Frank & Co. Inc 
Alexander, F. ¢ Advertising i Bete, Channing L. Co., Inc 
Allen & Reynolds Bing & Haas 
Alley & Richards, Inc , 77 Blakemore Co. The 
Anderson Advertising Agency Bond & Starr, Inc 
Andrews Agency, Inc } ’ Bonsih Advertising Agency 
Ane Advertising } 7 Bothwell, W. Earl, Inc 
Arlington Co. The Bracy & Bracy 
Armstrong Advertising Agency ? Brad-Wright-Smith Advertising, Inc 
Arndt, John Falkner, & Co. In > 5 Braitsch, Arthur, Advertising 
Arrickh Co. Inc. The Brand, Michael, Associates 
Associated Advertising Agency, Inc Brandt Advertising Co 
Leos Angeles 57 Brandt, Richard T., Inc 

Atherton & Currier, In ; > Branstater-Hammond 

170 Atlantic Advertising Co 77 Brennan Advertising Agency 

8 Aubrey, Moore & Wallace, Inc 7 2 ‘ Breth, R. Ine. 

201 Aves, Wesley, & Associates 5 Brooke, Smith, French & Dorrance, Inc 


233 Badger & Browning & Parcher, Inc 95 ) Ne Ee we Advertising 


“0 wong Bs i. x “yee Agency . > Brother, D. P.. & Co. Inc 
Ol Banning Co 

65 Barlow Advertising Ageney ] 
150) «Barnes Chase Co i 8 2 Brown, C. Franklin, Inc 
*Not available *New agency 9) §=Brovles, Galen, EF. Co. In 


Brown Advertising Agency 
Brown, Arthur F. Associates 
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e CHICAGO @ BUFFALO @ HARTFORD 


DETROIT e@ ST. LOUIS e@ 


PHILADELPHIA @ RACINE 


® INDIANAPOLIS 


*LOS ANGELES 


MILWAUKEE e CLEVELAND e@ SOUTH BEND @ MUSKEGON 


Top Production Authorities Speak Out 


at PRODUCTION’s Round Tables 


INDUSTRIAL MARKETING, April, 


From six to twelve times a 
year PRODUCTION's editors meet with the top 
mass production executives in as many different 
industrial centers. At each meeting these men, 
chief buying influences in your market, frankly dis- 
cuss for five to six hours what they are doing and 
planning in regard to mass manufacturing prob- 
lems. The meetings are transcribed on wire re- 
corder and presented to readers in the next issue 
of PRODUCTION. For example: As a direct result 
of the discussions at last year's Detroit meeting, 
came the demand for the “Hydraulic Standard” 


VALUABLE MONTHLY 
SERVICE... 


Each month the editors of PRODUCTION go 

inte o different city or industrie! area to dig 

out first hond merket trends in thet oreo 
\ The exclusive information gethered during 
interviews with industrial leeders is then presented in 
PRODUCTION's monthly Reports 


—_ 


The reception for this locelized soles information hes 
been magnificent: We hove had many requests for addi- 
tienal copies to be circulated te company solesmen— even 
offers to poy for the service. These Reports ore available 
te advertisers and space buyers as a free monthly service 
from PRODUCTION. Request on your letterhead 








1950 


now being developed and a discussion at the 
Grand Rapids meeting originated a successful 
cooperative apprentice program in that area. 


These executives are qualified for round table 
participation on the basis of their authority and 
working knowledge. They are chosen specifically 
from companies known for their progressive 
methods. 


This on-the-spot authority plus the reader par- 
ticipation has built average reading time to 2% 
hours per issue by actual reader estimate. And 
what do the guests think of the Round Tables? 
Try to keep them away from the next one. 


This is but one of the reasons why PRODUC- 
TION is today's Mass Production Metal-Working 
Authority. Write for new data file which gives 
complete facts. 


Cagineering b Managemail 


po UA) 


2840 W. GRAND BLVD. e DETROIT 2, MICH. 


83 





1949) «= 1948 1949 1949 «= 1948 
Pages Pages Rant Pages Pages 
219 219 
245 180 
50 


Buchen (uo. The 8.150 a1 266 Droke, Maxwell, Inc 

Buckley, Homer J. & Associates Inc $91 339 253 Dubin Advertising, Inc 

Buerger Herb. W Advertising iu 137 371 Duffy & Fabry, Inc 

Bull, J. C. tne $82 “ny 316 Dunay & Radar 131 

Bumberg., Jay Gabriel, Advertixing a ? 173 Dwyer & Deveoy 

Burgess, Will, & Co 168 151 

Burke, R. J. Adverti«ing, Inc 477 41 385 Edwards Agency, The 

Butler Advertising +i 178 Eldridge, John P., Advertising 

Byer A Bowman Adverticing Agency 4 52 2 Eldridge, Inc 

BRyrde, Richard & Pound 118 155 Emery Advertising Corporation 
Ensign, F. A. Advertising Agency, Inc 

able, Jack, & Assoviates 16 13) Erwin, Wasey & Co, Inc 

ahn, Manley L.. Co 4% 7 Eshleman, Benjamin, Co 

aldwell, Alfred B. Inc ’ Famond, Lawrence, Advertising Agency 

aldwell, Larkin & Co. Inx« Evans, Albert, Advertising 

allaway Asssociates, The ; Everling. Laurence I 

ampbelltwald Co ; 

antor, Selw S.. Advertising Ageney Faber, F. H. Advertising, In« 

arr, Climien D. & Co. Ine 2 . Federal Advertising Agency 

arter Advertixing Agenev, Inc Feh, G. D. & Co 

Ferrer, 5S. M.. Advertising 

Fishbein, B. FE. & Associates 

Fodor A Fodor, Ine 

Foehl & Beck Advertising Agency 

Foley, The Richard A. Adv. Agency, Inc 

hirurg. James Thomas, Co Foltz-Wessinger. Inc 

lark & Weiss Advertising Agency Foote, Cone & Belding 

lark, ©. PL Ine Fort & Co 

lark, Darwin H. Co Foulke Agency, Ine 

ockfield, Brown & Co. Lid 592 Fox & Mackenzie 

ole, L. CC, Co. Advertising . Frank, Herbert W. Advertising Agency 

ole, Marsh & Associates. Inc Franasenstein, Edwin L.. Co 

olle, Alfred, Co Frank, Albert4iuenther Law, Inc 

empton Advertising, Inc Frankel, Jones, Co 

omedock, Duffes & Co Frederick, Franz & MacCowan 


hapra-Damm 

eder Rew 

ecill & Preshrey, tnx 

entral Advertiving Agency 

heeman, Nelson, Advertising Agency 


The , ? Freiberger, Cart & Co 


onden Co. Ine. 
onner Advertising Agency, Inc French, Oakleigh R. & Associates 


onner, Jackson, Walker, MeClare 2 5 Fritsche, W. J. Co. Advertising 
5 Freiwald & Coleman Advertising 
Frost. Harry M.. Co. Inc 

Fuller & Smith & Ross, Inc 


Fulton, Morrissey Co 


opeland, Allan J Advertising 
ormack, J. A. Advertising 
owan-Gilliam Advertising Agency 
owee-Ratiner Advertising 

owen, Morton H. Advertising Ageney 
ox Advertising Agency 

raig, John Cilbert. Adverticing. Inc 
ramer-Arasceh Co The 


Gail Advertising Co 

Galloway, Wendell ¢ 

Gallay, Sam J. Advertising 

Calloway-Wallace Advertising 

Gallagher, Robert A. Advertising 

ritchfield & Co Gardner Advertising Co 

rosby, Arthur. Service Garrison, W W . & Co 

ummings. Brand & McPherson Gate--Bourgeois Advertising Agency 
Gayton, Inc 


unninghom & Walsh, Inc ‘ arcs I 
reare- Marton, nme 


t o, “ppere o. of Se 
_ enna he S Seats : Gebhardt & Brockson, In« 
& Ovinn Gelula, Abner J. & Associates, Inc 
: 384 General Advertising Agency, Inc 
Dake Advertising Agency. The 79 Geyer, Newell & Ganger, Inc 
D'Arcy Advertising Co.. Ine ’ 119 Gibbons Advertising Agency, In« 
Dovid. Allen & Accociates 331 Gile, Chester A. Advertising 
Devid, tne . . 38 Gittens, Bert S.. Advertising 
Devies & McKinney ’ 26a Glenn-Jordan-Stoetzel, Inc 
Davis, Charles H 
Davis, Henry | Ce 
Davis+Hood & Axsociates. Inc 
Davis, Leonard, Advertising 
Davie Press, Ine. The 
Davis, Wallace & Co 
Deadwyler, Hugh A. Advertising 
DeJernett, Ira E. Advertising Agency 
DePew, A. ¢ Advertising 
Dicklow Advertixing Agency 
Doherty, Clifford & Shenfield, Inc 
Dombrower, The Ralph I Co. Tove 
t & Coe, In Til 


B. & Ca 1) . 
Doremus & Co + 1385 Greer & Hawkins & Allen 
Dowd. Charles F. lox I<9 457 Griffith Advertising Agency 
Dovle, Kitchen & MeCormick. Inc 2927 243 Griffith & Rowland 
Dozier4-raham-Fastman > 00% 137 Grindle, A. V. Advertising Ageney 
Drennan, Albert A 179 


root, Samuel, Co. Ine 
rep & Harrivon Ageney 


1995 Glew Advertising Agency 

385 Goldberg, Nate, Advertising Agency 
1998 Golden, John W. Advertising 

249 Geldemith Co. The’ 

165 Geodkind, Joice & Morgan, In 

114 Getech & DeVille Advertising 

2 Grant, J.. Co. Inc 

83 Gray, Charles M. & Associates 

17 Gray, Ressell T. Inc 

18 Gravy & Rogers 

10) Green-Brodie 

491) Greenfield-Burstin Adv. Agency, Inc 
231 Greenhaw & Rush, In 


New agency in October, “48 
Bunseneer Gp Cafe & Weenee, Adeertisian New agency in March, “49 
Formerly Eldridge-Northrop Ine 2 Advertising Agency 
Formerly Newell-Fmmett Co Formerly Evans Associates Co 
‘From March, 1949 Split into two agencies Sept. 1, “$9. Figures show eight 


*Not available *New ageney months partnership, four months proprietorship 
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Meet the men you want your advertising to sell: 


"We think enough of... 
the editorial articles and 
advertisements ...in 
OPERATING ENGINEER... 
to bind back copies for 
reference.” 


“In this plant we make and imprint all types of 
corrugated and paperboard boxes and containers. 
Because we run on a production schedule involving 
many types of specialized machinery, it is important 
that we keep idle machine time at a minimum. 


“This means constant vigilance and adequate main- 
tenance of the power services throughout the plant, 
particularly electricity, water, compressed air and 
steam, all of which enter into the processes. 


“My staff consists of 82 members including the plant 
engineer, the maintenance engineer, an industrial en- 
gineer and mechanics. | have complete responsibility 
for maintenance as well as plant layout, equipment 
installation, etc., and I report directly to the vice- 
president and general manager. 


“Our power service equipment includes, among other 
items, one 250-hp, one 200-hp and four 100-hp boilers, 
a 25-hp compressor plus several 10- and 5-hp com- 
pressors. We buy about 200,000 kwhr of electricity a 


sales power in the power market 


@ @® 


2. Stenate Se anne 
Atias-Boxmakers, 
Chicago, Illinois 


month. We also have a 75-ton air conditioning system 
for our offices. 


“Operatinc Encivesr has proved to be an invaluable 
aid in the operating and maintenance of our power 
services. We think enough of the magazine, both its 
editorial articles and the advertisements, to bind and 
keep the back copies for permanent reference as well 
as having additional copies issued directly to our busy 
mechanics. 


“Our maintenance and plant engineers have obtained 
several good ideas from this magazine. A recent ex- 
ample is the installation of air vents* which were 
advertised in Orgratinc ENCINEER. 


(Please note: The above statements by Mr. E. Holmes 
indicate the scope of authority and responsibility of 
thousands of enthusiastic OPERATING ENCINEER readers 
like him. Your advertising in this magazine is a sound, 
low-cost investment. Sell now through OpgraTine 


ENCINEER. ) 
*Name on request. 


OPERATION and 
MAINTENANCE 
of POWER 
SYSTEMS: 

Steam 

Electrical 
Mechanical 
Compressed Air 
Heating 


Refrigeration 
Hot and Cold Water 
Air Conditioning 


A McGRAW-HILL PUBLICATION + 330 WEST 42nd ST., NEW YORK 18, N.Y. 
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86 


be 


Feb. 


*Not 


1949 
Poges 


1948 
Poges 


Criewold-bebleman (. The 
Crow, H. M. 
Julian, Advertising Agency 
(rom, L. H. & Assoc 
“Manley 5. & 
(ruber, Art 
Cuenther Ax ‘ 
Cuild, Bascom A Benfigill 
(eundel, Torkel, Adverticing 


(,utman Advertising 


Halpern 
Hamburger 
Hamilton 


», 104 
204) 
206 
tates 199 
Associates 14 
Advertising 


6.009 


192 
192 


Gross Ine 
(ros 


Service 


Advertising 43 
Edward, Advertising Co 12 
Adverticinge Agen Ir 1.005 
Hammer Co The 3 
Hammond4.off Co 61 
Hanly, Hicks & Monts 1.094 

Har Acdvertiving 
Harmon Advertising 
Harper Co The 

Harris, R. 1 Advertising 
tcorge H.. Co 
\ely 


Herman 


mery, ine 


Agency, Ine 

Hartman 

rlisineg Ngeney 
Agency 


Agency 


Hartwig 
Hath Ndvertining 
Hed Advertising 
Hemming, A Advertising 

Henderson Advertixing Agenes 116 
Henri, Haret & MeDonald, Inc 2.191 
Herman A Sander. Agenes 2 
Hevenor Advertising Agency. In 18 
Hill & Koowlton, In 16 
Hinrichsen, Fred A Aclvertising lot 
Hoelke-Martine Advertising Agen 

Helden, Clifford, Flint. In 

Holley, Rebert, & Co. In 

Hollingsworth & Collin 

Horton-Nove Cs 

Howell Ache Agen 

Hovt, Charle \ Le 

Hubbell Advertising Ageney 

Hudeon, Rawmond A 

Huflman A Co 

Humbert & Jone 

Hutchins Adverti 


sway 


Advertising 


Agenes 


rtieing 


Ndverti 


Harry J 
Hareld W 
Juqua The 
Jary, William Ff 
Jeffries, W. € Ce 
Jenkin Thurston 
J William, Advwertisin 
} The Ralph H. ¢ 

Jones A Jone Nclvertisi 
J 

J 


Jacknich 


Jackson 


Addy 


h Achwertixing \genes 
“am \clve 


' 
udd 


riising to 


Kammann Vehan, In 

Kane, Charle s. « 
Kaufman, Frank H, A f 
Kaulman 

Reeimeg 

Keelor A 

Reller-( re 

Kell Ru 

Kenvon-Baker ¢ 

Kesslinger, J. M 

Kimball, Abbott, Co 

King, Ache Deckard & 

Kinsley, S. ¢ Aclve 

Kilaw-Van Pietersom-Dunlap A 
live 

Alemtner, Paul, A Ce. In 

Alingenemith, H. M. Co 
litem, The Martin R. Co 

Korn, Lou Rebert, & ¢ 

Areicker & Meloan, In 

Kremer, Merrill, In 

Arichbaum, 

Kuduecr Agenev 

Kulsick, KR. I 

Kuttoer & Kuttnes 


Kur 


rtising 


wt Rev S&S. Dur 
199 te Dew 9 


available 


New 


Formerly 


New 


1949 
Pages 


1948 
Poges 


Lacher & Mockinger 9 9 
Lake-Spire-Shurman, Inc 98 
Lamport, Fox, Prell & Dolk 
Lane Advertising Agency, Inc 
Lang, Fisher & Stashower, In« 
Langhammer & Associates 
Lappe n, Harold » Advertising 
Advertising, Inc. 
Rureau of Adverti-ing 
\dvertising 
Lawson, Carl, Advertising Co 
Horry J. & Co 
Leche. In 
Actvertising Agency. In 
hart, Advertising 
Lenby. Sidney A. Advertising 
Leon, 5. R. Co, Ime 
X& Mitchell, Ine 
Austin C.. & Staff 
\dverti-ing 


Laux 
Lavenson 
Lawr nee 


Lazarus 
Lee he & 
Leeford 
Lehman 


Lennen 
Lescarboura, 
Lesseraux, H.. 
LeV ally, Ime 

4. W.. Co 

Addison, & Associates 
Liggett, Carr, Im 
Lindsey & Co, Ime 

Alfred L. & Associates 
Llevd, Chester & Dillingham, Inx 
Long, The W Co 

Lord, Robert 5S. Co 

Lovekin, R. EL. 
Luck, O. H.. Advertising 
Ludgin, Earle. & Co 
Lussier, L. Charles 


Agency 


Lewin 
Lewis, 


Advertising, 


‘ orp 


Ine 


Mackenzie Ine 

Mackie. Denecan B. Advertising 
MacLaren Advertising Co. Lid 
MacLaughlin Advertising Agency 
MacManus. John & Adams, In 
MacDonald Cook Co 

Maleolm Advertising Agency, The 
Malkiel, David, Advertising Agen 
Malone. Norman, & Assoriate« 
Marklin, George A. & Associates 
Marechalk A Pratt 
Martin, J. W. Inc 
Martin, Willis 5. Co 
Mathasen. Albert F. 
Mathes, J. M.. Ine 
Maxwell, Early, A 
Mavard Sales & Advertising Counsel 
VeCann-Frickson, Inc 

MeCarty Co The 

MeClure & Wilder, Inc 
MeDaniel-Fisher & Spelman Co 
MeGivena, L. FE. & Co. In 

Met vire Lad 

MeNutt, Ceorge Advertising 
Meany, Philip J. Co 

Meldrum & Fewsemith, In 

Melton Advertising Ageney 
Mercready, Handy & Van Denburgh 
Metcalf, F. M. Advertising 
Vietcall, Ges 
Midwest Advertising 
Mills, Ray. Advertising 
Miller, John Thomas 
Miller Ageney Co The 
Mitchell & Koepper 
Mitchell A Mitchell, Inc 
Moll, George, Advertising. Inc 
Monk, Howard HH, & Associate 
More. ©. Church, & Co 
Morrison. D. K 
Moser & ( 
Mo-. 
Mo.- 
Muench. ¢ 
Mullican Cs 
Murphy. ¢ 
Mevers, 


Adverti-ink Agency 


\dvertising 


Agenes 
ree T 
Agenes 


Agency, In 


Adverti-ing 
otins, In 
Associates 
Chase Co. The 

Wendel, & Co 

The 

arroll Dean, Ine 
Willard G. Advertising Ag 


Taslor Ward. Inc 


ageney Feb 9 
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Did You Ever Try To Sell 
A Turret Lathe To Mrs. Smith ? 


Mrs. Smith doesn’t need a turret lathe, thank you. 
Nor is Amalgamated Steel in the market for a new 


spring coat. 


Industrial markets are entirely different animals from 
consumer markets. In selling to industry you are trying 
to tap the purchasing power of plants. In selling con- 
sumers you are trying to tap the pure hasing power 


of individuals. 


l'o measure your market potential in any given industry, 


vou need first to know 


. how many plants it consists of 
...- how big they are 


... and where they are. 
GB_IKS G 
‘Gs SNS ely 

ay 


Then you can go on to determine which plants repre- 
sent vour best prospects and who within these plants 
has the authority to spend the company’s money for 


your produc ta. 
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That all seems logical enough. It is certainly the way 
you can make sales plans most effective. 


It is equally important to apply this same reasoning to 
the selection of media to carry your advertising to your 
industrial markets. 


<n 
> — 


To measure the effectiveness of a magazine's circulation 
in an industrial market, you need to determine how 
many plants it reaches—how big they are—and where 
they are located. Then you can study the number and 
kind of buying influences the magazine reaches within 
these plants and see how they compare with your own 


analysis of the men who are of prime interest to you. 


Penton publications have always shown the number of 
plants they reat h broken down by siz¢, by industry, 
and by geographical area. Through a continuing census 
products and opera- 


data is gathered on employment, 


tions performed 


: ~ 
‘ | / WW 
=i \\ 


Facts like these help you to plan your advertising the 
way you plan your selling—putting the most emphasis 
where the most business can be done. 


To help you evaluate your markets and plan your sales 
strategy, we are prepared to supply you with plant 
counts, buying power data and plant coverage in any 
markets served by Penton publications. Write us for 


the information you would like, 


™ PENTON foueune 


PENTON BLILDING e« CLEVELAND 13, OHIO 





1949 
Pages 


Nahser, 
Needham, Louis 
Needham & Grohmann, Inx 
Nelson, Carvel, & Powell Adv 
Nelson, George BR. Inc 
Nelson-Willis, Inc 

Nesbitt Service Co 

Newby & Peron. Inc 

Noble, Albert Sidney, Adverti«ing 
Noble-Dury & Associates 

Nolan & Twichell Adv. Agency. Inc 
Nerthrup, RK. D. Co 

Norton Advertising Service 


Nunn, W. E., & Associate 
Olmeted A Foley 


O'Grady-Andersen4iray. In 


O'Neill Co. The 


Pace-Wiles, Inc 

Pacific Advertising “afl 

Pacific National Advertising Agen 
Pairo Advetticing Ageney 

Palm & Patterson, Inc 

Paris, Sherman B Advertising 
Park City Advertising Agenes 
Parker Advertising 
Parker-Allston Associates, Inc 
Park +r Luckie & Associates 
Patch & Curtis Advertising 
Paulsontrerlach & Associate Live ! 
Pearson, Harry 5. A R. FE Morgan Ady 
Peck Brother. 
Pershall, J. BR. Cx 
Peterson \dverti«ing 
Phillips Coe The 
Phillips, O. W 
Pilgrim Advertising Inc 
Pollack, Martin, Adve 
Posner-Zabin 


Frank ( Ine 
& Brorby. In l 


Agence, 


Advertising Age 


Company 


Agenes 


Agen 


1948 
Poges 


Tl $93 
i] 1,296 


23 ei) 
ll 
, 
6? 
82 


9 


211 
85 

+> 
118 
low 


1949 
Poges 


Line 12 
890 


676 
14 


‘ 
’ 


Sampson, Arthur W.. Co 
Sanger-Funnell. Inc 
Sann, EF. W.. & Axsociates 
Sayre. R. W.. Co 
Schneider, 5. E., Advertising 
Schonfarber, Gordon, & Associates, Inc 318 
Schram Co. The ! 
Schultz & Ritz Advertising Agency j 
Schwimme: A Scott, Inc 
Seott, Hunter, Advertising 
Seberhagen, Ine 

Sebrell, J. B. Advertising Agency 
Seeds, Russel M. Co 

Seeger, Reseoe W.. Adverti«ing 

Seid, Frederick, Advertising 

Sharon Advertising Agenc: 

Shaw. John W Adverti«ing, Inc 
Shaw-Schump Advertising Ageney. Inc 
Shecter, Louis E. Advertising Agency 
Marvin. Inc 

Shrout A-sociate- 

Simeon & Smith 

simon~ Michelson 

Sinow Advertising Agency 

sive & Rosenfield, Inc 

Smith. Frederick. Adverti«ing 

Smith. Gordon, Advertising Service 
Smith, Smalley & Tester, Inc 

Seon De Regger Advertiong Agency, Inc 
Sorensen & Co 
Southeastern Advertising 
Southwest Advertising Agency 
Spaulding, C. Jerry, Inc 

Speed & Co., Inc 

Spitzer & Mills Lad 

Spooner & Kriegel 

Strang A Prosser Advertising Ageney 
Maake & Schoonmaker Co 
Stanford, Calvin, Advertising 


Agency 


Shecres 


Agency 


Agency 


1948 
Pages 


Manley4cuecrin Co 

Stern & Warren 

Stewart, Jame« A. Co 

Street & Finney, Inc 
Sullivan, Daniel F. Co 
Sussman & Sugar, Ine 
sutherland- Abbott 

Swink, Howard, Advertising 
Svers, Pickle & Winn 
Symonds, MacKenzie & Co. Ine 


PottsCalkins & Holden 

Power, Edward M.. Co. In 
Powers, John a) to 

Poyntz, Alford Advertising Lid 
Presser, E. J. & Co 

Priv Hedrick & Tanner. In 
Proctor, Don, Advertising 
Prell The F. W.. Co 

Prix rw Advertising 

Putt, Richeord fF Advertising 


Agency, In 


Taggart & \ oung 
Co R36 2 i Tandy Advertising Ageney, Lid 
Tarcher, J. D.. & Co. Ine 
Tatham-Laird, Ine 
Tech-Ad Agency 
Thompson. J. Walter, Co 
Tilds & Cants 
Timbes, Morris, Inc 
Tippett. Jackson & Nolan, Inc 
Todd & Associates 
Tolle Co The 
Tombras, Charles 
Town Advertising 
Towne, Vv l Advertising 
Advertising Agency. Inc 
Tri-State Advertising Co. In 
The House of J. Havden 


Advertising Agenes 


Randall Co. The 
Randall, The Fred M 
Randall, Lareom, Advertising 
Reaves, Ralph Y. & Ax 
Reeve Kiox, Advertiing. Inc 
Reincke, Mever & 
Reiss Advertising 
Rid 
Rippey 
Rite bee 
Robinson 
Robotham, Fdward W.. & ¢ 
Robotham NY Robert Nave 
Roche, Williams & Cleary, Inc 
Redman, Rebert W 
Rodgers, Sherwin Robert 
Rogers & Smith 

Roiven Adve 
Rolles & Re 
Renalds Acdwe 
Rows Addwe 
Ross Roy, In 
Rothman & ¢ 
Rothechild, Dawid 
Rous A. James, (« 
Rowe A Woman ¢ 
Rumrill, Charles I A te In 


Runkle, Lowe 


soc tate 
Finn 


rway Co. Ine The 
Arthur G. & Co 
Agency 


Advertising Coleman, 


Bob, Tne 
A& Associates 


rtising (Associate 
Townsend 
& A 
Tw te 


Tyler 


rtt-in Agen 
vnold In 
rtieime Agen 


Ngenes 


Organization, Ine 


l Iman, Roeland ¢. I 
miand & Co 


alentine-Radford Advertising 

an Auken, Ragland & 
t ne i ‘ ’ amlen Co. Ine. The 

anSant, Dugdale & Co 

The 6 ' sutrain, Charles F \. 
Venable-Brown Co. Inc 
\ ladimir, Irwin, A Co. Ine 
Vogel, Joseph S. A Co 
Volkmann Advertising Ageney 
von Morpurge, Henry, In« 


rtising 


Seven 


ibbon 


iteins r+ 4 09 


Ben, lr 163 


sachs 


Sackheim 


Advertising, W. T. Reynolds Ce 


combined 


Rolle 


Figure 


Formerly W. CG 
Joseph B. Mickle 
hgures 


*Nor 


Shaw Advertising Ageney 
July, "$8. No business paper space placed in 


Formerly 
New agency 
1948 

Formerly W. Ff 


include placement 


“vers Co 
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New 


available 





Mopern Raitroaps’ Coverage 


CONTROLLED 
by RAILROAD PRESIDENTS! 


| 


That’s just one* of the many controls exerted to make and keep 
MODERN RAILROADS’ Circulation Coverage the best possible point of 
selling contact with ALL key railroad men who influence purchases! 


LIST MAINTENANCE CONTROL — Additions, Geographically—Stencils and galleys are ar- 
ranged geographically for mailing, checking 


Just as many sources were tapped to build and auditing purposes 


MODERN RAILROADS’ original list, even *CONTROLLED by RAILROAD PRESIDENTS 
more are used regularly to keep it up to date 
Return postage is guaranteed; each copy con Complete periodic checks are made direct with 
tains reader reply cards; attendance lists of the President of each and every railroad, large 
associations and conventions are checked; edi and small. Stencil proots for ony Sa oe his 
torial sources of “Personne! hanges are thor road are sent direct to the President for his 
oughly explored, and many other sources, personal correction, deletions, additions. Our 
including of course, the quarterly Official Direc last President verification received practically 
| 100° returns! (Ask our district manager to 


tory of Railroad Officials, are used to maintain +, oe 
as perfect a list as it is possible to get with each = show you “Letters from Railroad Presidents.” ) 


. a READER INVENTORY CONTROL 

TRIPLE MAILING CONTROL Three lists This month every single name on MODERN 

maintained RAILROADS’ list will get an individually ad 
Al phabetical—By individual name, to eliminate dressed “Reader Service Survey" form; it will 

be hand-inserted in each April issue. Providing 

still another circulation check, this survey will 

also give us an actual “Reader Inventory.” 


changes and removals s 
4 
~ 


all duplication 
Railroad-by-railroad—To ensure adequate cov 
erage in every department of every road 


Look inte MODERN RAILROADS 
... It’s BIG in Format, Editorial Impact and Readership 
... It’s Beautiful—write for sample copy and see! 

. 1's POWERFUL —use it. and know! 


201 NORTH WELLS STREET CHICAGO iLL UNOTS 





1948 
Pages 


von Zehle, William, & Co. In 22 1 7 Whitten, Edmund 5. In« 
: - 37 Wiggens Systems, Lid 

Waldie & Briggs, In 1,495 Wilder, Almon Brook«, Inc 
Walker, Harold + Advertising 43 430 Wildrick & Miller 
Walker & Downing 5.983 Williams, Duvall, Advertising 
Walsh Advertising Co. Lid we 2.414 Williams & Saylor, Inc 
as ae soctates 3 , s2 5 Wilson Advertising Agency 
.. aman é o i o~ 4. ; Wilson, Thomas C.. Advertising Agency 
Mf . y= = . i, ' ; 192 Winius-Brandon Co 

atts ayne Gvertising, ine : 8.0 Winsett, Gidley & Darley Advertising 
Webber Advertising Agency 184 Witmer, Fred. Advertisine 
woe en iatoe “s 2) = Wolff, Ed. & Associates 

Gceee aes Cverweng 186 Workman, Ted, Advertising 


Weintraub, William H. & Co. Inc 261 Wertman. Wilcox & Co.. In 


Welch, Gerald, Advertising - . 
Wemple, feck C., Adverticne ’ Wright, George Wilfred 


Wendt Advertising Agency ‘ y4 a 


. . Advertising 
Wend, L. W.. Co on Young, R. H, & Associates 


Tt) gy k Young, Robt. B. Advertising Agency 
= — be = 4 - Yount Co. The 19 


62 Westen-Barnett Advertising Agency, Inc 


283 White Adverticing Ageney i 5 Silechie Bee 3. Savestiiies 132 
238 White Advertising Co 2 wr Ag} 134 
6 )0=—6 White, Charles A. Jr. A Co * 
242) Whitehead & Sprague, Inc 
Grand Total 7.194 390.178 


Formerly Behel & Waldie & Briggs 
* Not available Formerly Wortman, Barton & Goold, Inc 


New Officers for Flint & Walling 


ieee ey Miata te EA Where Travelers Can Find NIAA Activity 


ing Mig. Co., Kendallville, Ind., has an Chapter Time Place 


nounced the election of the following 
new officers: Cecil R. Welch, president ALBANY 2nd. Tues. 7:30 P.M. De Witt Clinton Hotel 
Benjamin F. Van Hart, vice-president | BALTIMORE 3rd Tues 30 P.M. Lord Baltimore Hotel 
and Henry L. Ortstadt, seeretary-trea BOSTON Ist Thurs 30 P.M. Hampshire Hse., Boston 
(Apr.) Hotel Sheraton, Worcester 
BUFFALO 2nd Thurs. P.M Park Lane Hotel 
CHICAGO 2nd Mon. P.M Builders Club 
CINCINNATI 3rd Tues. 30 P.M Maketewah Country Club 
CLEVELAND Last Fri P.M Hotel Allerton 
COLUMBUS, O 4th Thurs P.M. Malcolm Jeffrey Leg. Post 
DALLAS 3rd Thurs. P.M. Melrose Hotel 
DAYTON 2nd Tues. P.M Van Cleve Hotel 
DENVER Irregular P.M Albany Hotel 
DETROIT 2nd Tues. : P.M Sheraton Hotel 
4th Tues P.M 
HOUSTON Ist Mon PM Seven Seas Restaurant 
INDIANAPOLIS 2nd Tues P.M Athenaeum 
KANSAS CITY ird Wed 2 Noon Continental Hotel 
Ist Thurs P.M Advertising Club 
LOS ANGELES ird Thurs. P.M. Officers Club 
MILWAUKEE 2nd Thurs P.M Plankinton Hotel 
MINNEAPOLIS 2nd Tues P.M Minneapolis Athletic Club 
MONTREAI 2nd Wed P.M Ritz-Carlton Hotel 
NEW JERSEY ird Tues PM Military Pk. Htl. Newark 
NEW YORK 2nd Mon Noon Belmont Plaza Hotel 
PHILADELPHIA Ist Thurs 30 P.M Poor Richard Club 
PITTSBURGH Ist Thurs PM University Club 
PORTLAND, ORE Ist Tues P.M University Club 
BILINGUAL ad for Fitzjohn Coach ROCHESTER Ist Tues PM Lorenzo's Restaurant 
Co., Muskegon, Mich., was prepared in ROCKFORD, ILI 2nd Tues PM University Club 
French and English for publication ST. LOUIS Every Thurs Noon Forest Park Hotel 
n Canadian business papers. Because SAN FRANCISCO ird Mon PM St. Julien Restaurant 
of large French-speaking population SEATTLE isd Tues PM Seattle Press Club 
SEnpas teees Wale Wee Ce SS ee | TORONTO Last Tues 5 P.M.  Babloor Hotel 
rarer gra thease og night PULSA 2nd Mon 00 P.M Hotel Tulsa 
VANCOUVER, B. ¢ trd Thurs 00 PM Hotel Devonshire 
WEST. N. ENG 2nd Thurs 7:00 P.M City Clb. ( Hartford, Conn.) 
ran an ad in Alaska with a teaser head YOUNGSTOWN ird Thurs 6:30 P.M Tod Hotel 
line in Eskin Note: Subject To Change 
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uret 


prefer to read in French. The agency 


is Leo P. Bott, Jr.. Chicago, which once 





7 


/ 1 
LEADERSHIP WHERE IT COUNTS \= ~ ..FOR YOU! 


; 


TEXTILE INDUSTRIES 
larger U. S. mill circulation 


means better results 
for advertisers = [ «\%:amr:= 


In New England TEXTILE INDUSTRIES 
has 4,352 paid subscribers; 7,992 in the 
South Atlantic—a combination of 12,344 
- which tops all other national textile papers 
.. . 86% of TexTiLe INDusTRiEs’ big net paid in these markets. Mills of these two areas 
operate 89°) of the nation's spindles, 85%; 
of the looms, and account for more than 
80% of all U. S&S. textile mill purchases 


4 








goes to men actually in the mills—men with direct 
production and mill management responsibilities. 
In the reader classifications making up this most 


sales-productive group, T. I. leads all other textile 





journals, both percentage-wise and in total. 





1. LEADS ww prerenence amon 
MILL EXECUTIVES 


1. LEADS wm coverase oF mit suving units Survey was made in late 1949 to 
determine what publications were of 
most value in providing information 
helpful to mill operations. T. I 
ranked first with total greater than 
next two publications combined 








Aware that paid circulation alone—no matter 
how dominant in its field—does not provide 
actual 100 coverage of all buying influences, 
TEXTILE INDUSTRIES supplements its big 
net paid with Analyzed Directe¢ Distribution 
(Is less than 10% of total). This is the only 
plan which can—and does—give advertisers 
maximum coverage of the textile market's full 
buying power 





Textile Industries 4 


806 Peachtree Street, N. E., Atlenta 5, Ge. 


ADVERTISING REPRESENTATIVE Buffalo, N. Y.,) DO Parsons, 63 Barker St 

Wellesley Hills, Mass., Arthur haw Monroe Rd Charlotte, N.C., W A McGee, Box 562 

Maplewood, N. J. Wm. K. Hoffman, 58 Euclid Ave Gastonia, N. C., W. C. Rutland, 1762 Poston Circle 

Chicago, tll... E Allen, Madison-LaSatle Bidg Los Angeles, Calif. Loyd B Chappe 427 W. Sth St 
609 Caxton Bidg London, Eng, V. Delport, 2 Caxton St. 5 W I 
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NEW Data 

\ 7 
. on Media 
“Get the ‘Mostest’ The following changes in business pa- 


per specifications have been announced 


< 
47 for the since the Market Data Book number of 
) Industrial Marketing went to press: 
‘ ‘ ! 4a 
Leastest , Bakers Weekly 


New rates, now effective 

1 page $400 
STANDARD RATE AND DATA SERVICE lists 64 publications under ‘Class 6 pages. per page +40 
69 Industrial! This does not include Directories, Year Books and those which 13 pages. per page $10 
have not furnished circulation statements. 52 pages. per page 250 
Rates are based on total number of 


Of all these 64 Papers— pages used in one year, not on number 
of imsertions 
Buyers Register 
New rates, now effective 
I nes Page ] 2 Page 
l $75 $50 
4 =) ) 
12 ) 0 


Canadian Food Industries 
Reg R. Fife, associate editor, Cana 
dian Food Industries, Gardenvale. Que 








has been named editor 
Chemical Processing 
Offers the Rates for Chemical Processing are 


based upon space used in that publica 
LARGEST CIRCULATION ated ts he Mander toe Soak, core 
space used in Chemical Processing and 


Food Proe rSsinea 


LOWEST RATE per 1000 Coin Machine Journal 


New rates, now effective 
Times Page 1/2 Page 


l $218 $119 


blanketing 22 Industries, and the 


Verify this statement for yourself with a copy of 
STANDARD RATE and DATA SERVICE and see 6 177 
how definitely INDUSTRIAL MAINTENANCE l2 159 


Ar sland halt page 


r standard colors 


earns your preference. fo, 


vellow per page 


INDUSTRIAL MAINTENANCE Furniture Digest 


New rates. now effect 
3623-27 FILBERT STREET, PHILADELPHIA 4, PA. ln ~elenealvere 


Times Page 1/2 
! $118 

6 106 

12 4 


LOOK FOR ‘OF = ght I Proofs, The Dental Trade Journal 
74: New rates. now effective 
Times | Page 2 3 Page | 2 Page 


THIS EMBLEM Fee ee 


Book NuMBER 
1. BO 65 











Coeler: $25 extra per page 


Whee you see it in the advertisements of business peblicetions—in their 
promotion copy in folders, on biotters. in circelars—yow are being reminded Time Sales Financing 
thet the publication hes filed its complete reference deta in The Market New rates, now effective 
Dete Beok Number. it means you con find facts on the publication's edi- Times Page /s Page 
terlel services, circulation, influence, merket studies, and similer we ’ 
information, adjeceat te complete dete on the market it serves. 


fy Ro ho 


standard 











INDUSTRIAL MARKETING, April, 1950 





| 


240 allvertisers can't be wrong ‘= 


CONSTRUCTIONEER IS CARRYING 1500 PAGES OF ADVERTISING FOR 240 DEALERS 
AND MANUFACTURERS IN 1950—HERE ARE A FEW OF THE REASONS 


CONSTRUCTIONEER 
covers the five states, plus 
the District of Columbia, 
where over one-quarter of 
all the nation's construc- 
tion activity takes place. 
(Projects totalling over 2'/2 
billion dollars are sched- 


uled for 1950) 


CONSTRUCTIONEER 
reaches the live pros- 
pects for construction 
equipment! . . . Carefully 
maintained lists include the 
contractors, state, county, 
township, borough and 
municipal officials who 
want and need all types of 
equipment and have the 


funds to pay for them. 


CONSTRUCTIONEER 
has the editorial coverage 
thet keeps up reader in- 
terest . .. Up-to-the-minute 
news and features with the 
local touch—tells read- 
ers what they want to know 
about their ow 

tory while it's 


still news! 


Constructioneer 


Engineering Work in New York, Pennsylvania, New Jersey, Maryland and Delaware 


556 High St. Newark, N. J. 


"10,000 Readers in the Nation's Greatest Market” 
Member NEP ond ACF. CCA Andited Circeletion 
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{ keeping 


my means 4 


jevelopmen! 
jling material 
ver the devel 


TSN : 
abreast 
equif ment for hone 
ortly take « _— 
athet 
{ the Blue Fea 
-_— will be 
I know your 


bit as valu 


with the 


1 will sh 


mM ' 
pape : 
sble to me as! 
every 


n 
Harry Hofmant 
sreat Kills 
Staten Island New York 


ransportation 
@ _News 





Men with authority to buy — transportation 
men on whom your salesmen call regularly 
plus a areat multinude of buying influens ec. 
in the 


that salesmen can never get to see 


railroads, motor transport companies, bus 


and street railways. taxicab and airline 


barge and steamship line, and 


fleet 
snd TSN’s 


prove 


compantes 


in the privately owned truck 


TSN*s effe 


easy to-read, casyto-replyto format 


ctive market coverage 


month after month, in the form of sales 


the dollar value of 
News 


circulation 


producing iumquiries 


Transpertation Supply adver 


TSN’ 65.000 CCA 


monthly re 


your 
tising 
100.00 ailers 


assures you com 


plete coverage of individual segment. 
of the 


motor 


industry railroads 
companies amd the like 
vou blanket « 
rtation market 
TSN’s 400 

1949 over [948 i 


transportation 
transport 
ss well as aecuring overage 
of the ntire tranep 
New init 


mg merease m 


fifth veur vdverti 
tangible 
preef of the results advwe with 
rsN umd only tabloid 
publication 


ISN is , ve » 


eervice ¢ ad excta ely to the trans 


rliser art 


transportation 


cialized 
seuion 
or 
Transportation 
Supply News 
418 S. MARKET ST. CHICAGO 7, ILL 


22 East 42nd St 


New York 


Society of Lu 


Hotel, De 


erican 
bng neers, Statler 
April 10-14 Americar 
ol Engineers. Industrial Ex position 
Hall and Commercial Mu 
Vh ladelphia 
17-19. Society of Automotive En 
Meeting 


Soc pety ot 
nvention 


19 
National Acronaut 
er, New York 
National Oil Heat Expo 
, Hall, Philadelphia 
Ape 24-27 Ame Management 
Association National Packaging Exposi 
tion, Navy Pier 
Apr. 24-28 
Exposition 
York 
Apr. 25-26 
Book 
May 8-10 
(ssociation 
May 812. American 
chinery Exhibition 
lustries, Atlantic 
May 812 
of the American Foundrymen’s Society. 
Public Auditorium, Cleveland 
May 17-20. 68h Annual Convention 
& Exposition, National Association of 
Master Plumbers, Civic 
Francisco 
May 21-26 


(Association 


Convention 


rican 


Chicago 
Knitting & Allied 


7ist Regiment Armory 


Arts 
New 


Metal Powder 
Hotel 


Liquefied Petroleum Gas 


Associa 


tion Cadillac Detroit 


Palmer House, Chicago 
Textile Ma 
and Associated In 
City 


Convention and Exhibition 


Auditorium, San 


Water 
Hall 


VW orks 
Philadel 


American 
Convention 
phia 
May 22-24. Industrial Supply & Ma 
chinery Show, Atlantic City 
Week of May 22. National Marine Ex 
New York City 
29-June 9 


Fair 


prosition 
May 
Prac 


rente 


Canadian Internation 


National Exhibition Park 


American Society 
Atlantic Citv, NJ 
American S« 


Dallas 


June date not set 
Testing Materials 
June date not set 
ety of Industrial Appraisers 
Industries 
Palace, New 


9. Confectionery 


Grand Central 


14. International Conventior 

i-Show,” National Associa 
sing Agents, Cleveland 
National Oil and Gas 
und Exhibit 


Baltimore 


mierence 


and Exposition, Fairgrounds, Salt Lake 
City, Utah 
Sept 


Biological Pho 
Medi 


date not set 
Aseos 
cal Museum, Chicag: 
Sept. 5-9. National Chemical Expo 
Chicago 
National 


International 


togra phic ation American 


tion, Coliseum 

11-23 
Ex posit on 
( hicago 


£ 


Arts 
Amphitheatre, 


Sept 


Graph 


18-20. Track 

liseum, Chicago 
18-21. National Builders Hard 
ware Exposition, St. Louis, Mo 

Sept 18-22 Fifth National 
ment Conference & Exhibit 
Auditorium, Buffalo 

Sept. 24-27. Advertising Specialty 
Fair, Advertising Specialty National As 
sociation, Palmer House, Chicago 

Sept. 26-29. Industrial Packaging & 
Materials Handling Exposition, Phil 
adel phia. 

Sept 29-Oct. 8 National Television & 
Electrical Living Show Chi- 
cago 

Sept. 26-29 
Public 

Oct. 2-6. Exposition Gas 
& Equipment and American Gas Asso 
Convention Hall, Atlantic City 
National Brewing [Industries 


Hall, Phila 


Sept Supply Associa 
thon 


Sept 


Instru 
Memorial 


( olise um 


Iron & Steel Exposition, 
Auditorium, Cleveland 


Appliances 


clten 

Oct. 3-6 
Exposition, Convention 
delphia 

Oct. 3-5. National Lubricating Grease 
Institute, 17th Annual Meeting, Roose 
velt Hotel, New 

Oct. 4-6. Direct 
«ciation, Hotel 

Oct. 7-9. American Institute 
dering Exposition, Boston, Mass 

Oct. 7-14. International Dairy 
Indiana State Fairgrounds, Indianapolis 

Oct. 8-11 National Institute of 
Governmental Purchasing Sth Annual 
Conference & Products Exhibit, Mil 
Wis 
15-18. Public Works Congress & 
Equipment Show, New York 

Oct. 16-19. National Exhibit of Build 
ng & Maintenance of National Associa 
tion of Housing Officials. Statler Hotel, 
Detroit 

Oct. 16-20 


Orleans, La 
Mail Advertising As 
Roosevelt, New York. 


of Laun 


Show, 


waukee 
let 


8th National Safety Con 
gress & Exposition, Chicago 
Oct. 16-21. Dairy Industries Expos 
tion, Convention Hall, Atlantic City 
Oet 23-27 1950 Convention of 
itional Metal Congress & Exposition 
th 4 ov 7 Meet neg 


T 
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19,607 inquiries produced by the first two issues of this new monthly magazine— 
HEATING & PLUMBING EQUIPMENT NEWS! 

Unbeatable evidence that your advertising is READ when it appears in this 
publication! 

Popular with readers — because it fills a long-felt need for a new-equipment 
paper geared to busy contractors and wholesalers. 

Increasingly popular with advertisers (*) — because it reaches the right men, and 
economically! Covers 35,000 radiator and warm air heating contractors, oil and 
gas burner dealers, stoker dealers, plumbing contractors, plus wholesalers and 
dealers who sell and/or install heating, plumbing, and allied equipment. 


Send TODAY for sample copy and details! 





(*) Advertisers in HEATING & PLUMBING EQUIPMENT NEWS: 


Acme Frostproof Supplies Holly Mfg. Co. Reichert Float & Mfg. Co. 

& Mfg. Co., Inc. ideal Industries, Inc.. Reznor Mfg. Co. 
Armstrong-Bium Mfg. Co. Thermo-Grip Div. Rockford Bross Works 
Beaver Pipe Tools, Inc. IMinois Testing Laboratories, Inc. Stedco Products 
i ae Co. tron Fireman Mfg. Co. Sun-Ray Burner Mfg. Corp. 
ee eae _ Key Compony Surface Combustion Corp. 

. Lote Chemical Co. Swift Lubricator Co., Inc. 

Delco Products Div., Laufenberg, inc 
General Motors Corp. ¢ . Thermobioc Div., Prat-Daniel 
McDonnell & Miller, Inc. Corp. 
Elgo Shutter & Mfg. Co. 
Fayette Mfg. Co. moder tea ’ ar oo Stotes Air Conditioning 
General Automatic Products Mancie Geer Works, Inc. arp. 

Corp. Oilux Company Van-Packer Corp. 
Glasfloss, Inc. Pacific Gas Heating Co. Vulcan Radiator Co. 
Greenlee Too! Co. Payne Products Wallace Supplies Mfg. Co. 
Heating Specialities Co. R-S Products Corp. Warren Webster & Co 








Heating & Plumbing Equipment News 
148 LAFAYETTE STREET NEW YORK 13, N. Y. 
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Published March 25th 


Carries 31% More Advertising 
than 1949 Annual... . 


Tops Ad Record of 43-year-old 


Weekly by 29.5% 


The March 25th 
Perfect Shipping 
Annual of Traffic 
World ix the kick 
off to American In 


dustry fourteenth 


wrir pomenT Catia 
at) 


TRACK 


onmeercutive nmrual 
smpaign te pre 
mote and ineure 


stets of product 


transportation 


f'n the adwerti 
rile uw ort of a kickoff 

that «peaks for itself There i 
wivertiving in thi Annual than 
ear Annual the 
\onual : / 
of Traffe We 

oral the 


that come within 29 ive the 


advertising 


Shipping Annualk published in 194 


Advertisers’ Bonus Values 


immediate advertiser benu 

the ith Perfect Shipping Annus 
many extra page of editor 
on the perfect 


hipping 
il handling o plu 


Not Just an Annual 


The etlect Shipping Annual pub 
lished by Trafle World are not 


lication 


just pub 
monuals, but thew are » real 
force m : nationwide tinuing 
effort to eliminate the le ad damage 


to freight im transit to safeguard the 


preducts of American industry, so that 


they reach the customeruasers in good 


condition and on time 


These perfect shipping campaigns are 
ponsered | the nation’s manufacturer 
hipper group amd by all transperta 
tien and distribution agencies. During 
the moath of April, which is designated 
Month Perfect 


luncheons and din 


Perfect Shipping 
shipping meeting 
rer uve held by the majority of the 166 
transpertation clubs of the country, and 


Trifle 


Annuals have 


many other allied group. The 
World Perfect 


rown to be a “force” 


shipping 
Z in promoting thi- 
perfect shipping effort, and this perfeet 
effort ha- 


shale mpagn of 


grown te be @ worth 


Perfect 


hipping 
which the 


Shipping Annuals are a real part 


Consistent Merchandising 


ss in the past, there ix an 
et Shipping campaign poster 
campaign slogan is symbol 
character called, “Johnny Care 


reproduced at the 


poster t 


, t, 

De Vou Part 
1? sowmny (Amer , 
60 ale column 

+ $ \ LOSS and Trafhy 
my 1 DAMAGE part of 
4. - see ag Peg 
i! a fect Shipping An 
y nual again is di 


tributing upen 


top of the first 


World 


quest for wu 
meeting. and ft 
pany Use. over 
“nM copies of 
shipping pester, which tic 


ofheral 


campaign poster 





This poster t also reproduced here in 


miniature 


Traffie World will 


igain this year distribute 


ln top of that 
upon request, 
for use at meetings and company us« 
ever 25.000 of the “Johnny Careful” 
cutouts, as per miniature reproduction 
shown. These cutouts are made to stand 

and the 

side calls attention 
4 tt , K ~ the Traffic World 
ae DOWN Perfect Shipping 


Annual 


reverse 


The close to 200 
advertisers in 
Traffic World's lth 
Perfect 


Annual will benefit 


Shipping 
from not only their advertising in the 
Annual, but also from the continued 
Perfect Shipping campaign activity and 
the various merchandising material. sup 


plementary to the Annual 


1951 Annual—March 31st 


Annual, 
dated 


From the momentum behind 


The 1951 Perfect Shipping 
Trafhe World’« th will he 
March 31 
this effort this annual’. 
should 


If vou are 


advertising 
surpass even this vear’s volume 
intere ted m sermg a copy 
of this vear’s annual, together with it- 
upplementary material, w will gladly 
sithes 


mi wtite vou obligation 


TRAFFIC WORLD 


418 S$. Marke? Street, Chicego, Iiinois 
122 East 42nd Street, New York 17, N.Y 
815 Washington Bidg.. Washington 5, 0. C 
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e NATIONAL 


e INDUSTRIAL 


ee ADVERTISERS 


2e ASSOCIATION 


. 1950 Membership Roster 





BERNARD DOLAN 


Monager « f Sales & 
Advertising, Peter A 


Frasse & Cx New York 


Stee! C of Canode 
Lid. Montreal, Que 


mM. R. WADDELI 


Block. Sivalls & Bryson 
Konsos City, Mc 


BLAINE G. WILEY 


Nationa! Industrial Ad 
vertisers Association 


New Yort 


H. JAMES CHRISTY 


Eastman Kodak C« 
Rochester 4. N. Y 


Ww. 8B. MONTAGUE 


J. F. ASPEY, JR 


Black & Decker Mig. Co 
Towson, Md 


D. G. JOHNSON 


Manager, Sales Prom 
Hyster Co., Portland 
re 


A. R. TOFTE 


Advertising Monager 
Allis-Chalmers Mfg. Co 
Milwaukee |, Wis 


WwW. A. MARSTELLER 


ry 

| HE National Industrial Advertisers 
Association is the largest individual men 
bership advertising association in the 
world. More than 3,600 admen belong to 
ve association, which has 34 chapters 
throughout the U. S. and Canada 

The association. was first formed in 
1922 through the affiliation of three in 
dustrial advertising clubs then in exis 
tence at New York, Chicago and Mil 
waukee. Its first president was Keith J 
Evans, advertising manager, Joseph 1 
Ryerson & Son, Chicago. NIAA is the 
only nationwide organization devoting 
its efforts exclusively to the advance 
ment of industrial advertising and 
marketing 

National headquarters: 17 
wav. New York 19 


/ 


6 Broad 


INDEX TO CHAPTERS 


BOSTON 
CHICAGO 
CINCINNATI! 
CLEVELAND 
MILWAUKEE 
NEW YORK 
PHILADELPHIA 
PITTSBURGH 

ST. LOUIS 
YOUNGSTOWN 
NEW JERSEY 
DETROIT 

SEATTLE 
TORONTO 
INDIANAPOLIS 
KANSAS CITY 
MONTREAL 

SAN FRANCISCO 
LOS ANGELES 
WESTERN NEW ENGLAND 
ROCKFORD 
MINNESOTA 
BALTIMORE 
ROCHESTER 
COLUMBUS 
BUFFALO 
HOUSTON 
DALLAS 
DAYTON 
DENVER 

ALBANY 

32. PORTLAND 

33. TULSA 

34. VANCOUVER, 8. C 
A. MEMBERS-AT-LARGE 


coemnowewn- CO Oe@Ou ewawwhnw oe 


sen >wn = 


he hen 
w 


°o 





NIAA Membership Roster 


1. BOSTON CHAPTER 


Active Members 
ADAMS, WINTHROP W., Build 
lence. Inc. 9 Codding Street. I 
ARNOLD, GPORGE, Dickle 
80 Broad St Roston 10 
GRORGE R., Adv. Mg 
{ 4 ra St P 


Rayn 


ASHBEY 
sou 


‘ 2 Ace 


BEAUDOIN, HAROLD A 
‘ 1a et t Bost 
BRITTON, FREDERICK § 
Serv fir 16 UN 
8. Mass 
BROWN, ALAN, Bryant Chuck 
( Springfield t 
BUGBEE, HAROLD, Pres.. W 
& Staff, Ine 1401 Statler 
Boston 1 
BUNKER, PAUL ¢ Adv. Mar., Foxbor 
& Neponset Ave Foxbor Mass 
BURDICK TOHN Adv Meg Br 
Shar] Mfg. ¢ 2 Promena 
Prov e 1 


rwich 


det 
CHASE, WILLIAM }I Dr 
Hopedale St Hopedal: Mas 
HIRURG JAMES THOMAS, Pr 
Thomas Chirurg Co Park S« 
Boston 1f 
CLAYTON. ILM Ad 
( 0 State St.. ¢ 


CLARK, |} 
r 60 
COENEN 
CRUICKSHANK 
Mact e { 
CUNNINGHAM 
Market : 

i bridg r) 


ELLIOT! 
25 Hur 


ARL ¢ 

Statler Of 

JOSEPH 

Statler I 

JAMES 
Pawtuck 
ROSS W Acs 
Mass Inst 
Mass 


ROY D., Pres 
gton Ave Rost 


FARMEI EPWARD W 
State A sive Products 
Mass 

GOFF, CARLI 
( > Weyl 

GROSSWENDT, C7 
Ine Ashland Mass 


TON, Owr 
sset St 


HAMMOND | 
Han 


INDUSTRIAL MARKETING, April, 


1950 


VAYOH, H 
Screw f 21 
MacDONALD, D. J., Gen 
Loulttit, Ine & Weyb 
dence 

MacKENZIF, I J Asst. Adv 
plex Wire & Cable Co mt) 
Cambridge 39, Mass 
WVcROBERTS GEORGI I Adv 
Whitin Machine Works, Main St 
insville, Mass 

VEIGS., W P Ir Acct. Exec Hortor 
Noyes Co 2300 Industrial Trust Bidg 
Providence 

METCALF, GE6 
Metcalf Co., 68 

MYERS, J. S. J 
& Wiswell, tnx 
Boston 1f 


Sales Prom. Mg Americar 
Stevens Mt Providence 1 

Mar w © 

sset St Prov 


Maer Sin 
Sidney St 


Mar 
Whit 


AGE T Owner, George T 
S Main St Providence 
Chambers 


Exec 
» Bidg 


Square 


NORDMARK, ¢ 
fass 

NOYES 
N 


ves ( 


FREDERICK 
mpuny 2500 
Bidg., Providence 


ODLIN, JOHN W John W 
14 Portland St... Wor 

OKER AKNI J 
Southbridg Mass 

PARKER, VERNE ¢ Adv. Mar 
Saw & Steel 170 Main St Fitchburg 

PETERSON, K. M Adv. Mg Preumatic 
Sales Corp., Ltd, 65 Newport Ave., Nor 
folk-Downs Ouiney 71, Mass 

POOR, ROGER A Roger A. Poor 
tising, 87 Canal St Salem, Mass 

PORTER EUGENI J Asst Adv Mar 
Simonds Saw & Steel ¢ 170 Main St 
Fitehburg, Mass 

QUINN PAUI Partner ( 
14 Portland St., Worcest 

RUSSEL A Asst. Pub 
New Bond St, Worce 

RORINSO CARROLL J Sales 
“a In Ashland, Mass 

ROSENOUIST, HAROLD A 
0 Ship Providene 

RYAN. JAMES J., Rockw 
8 Harlow St. W 


Odlin ¢ 


ester 8. Mass 


American Optica 


Simonds 


Adver 


itler & Qui 
Mas 

Maer.. Nortor 

ster € Mass 

Mar Fer 


REED 
‘ 


reest 


SAWIN, GRORGE A Ir 
Westinghouse Electric 
Boston 10 

SCHERFI 
Plymouth ¢ 
Mass 

SESSLER JOHN S Sale rot Mg 
Wheeler Reflector 2 n os St 
Boston 10 

SI Ww ( LEONARD 
Rend St. W ster f 
PAULDING, ¢ JERRY 
Jerry \pau x Ine 

W ceste 8. Mass 
OFT it Sut! 
St, Bost 


Wm A es *rom M 


ar 
rdage rth Plymoutl 


ANZ 


SUSVWAN, M I ‘ 
10 South St. I 

SUMMERFIELD, MELVIN B 
ver w Serv 1 New! 


SUTHI LAND, } 
Abbott ( 

THOMPSON, P 
Mar 


Weat Exel 
VATSON. JAMES 
ir ist. ft t 
WINKLEY PHI 
Oo ga é P 


Associate Members 


BRADLEY Rh New Equip 


BAKER a 
Maple Foxboro, 


ent TDhigest 4 
Mass 
BECKER, A. D N. FE 
Catalog Service, 110 
Boston 16 
BENNETT, FRANK P., ll 
nett & Co. 286 Congress St., Boston 10 
CAREY, F. ROYAL, Vice-Pres.,, Clark Pub 
r 28 Rosewood Ave., Cranston 5, KR 
CHISHOLM, RALPH I N. E. Dist. Mar., 
McGraw-Hill Pub. Co Inc., 1427 Statler 
Bidg Hoston 1f 
CILLEY, CHARLES D 
0 Beacon SM Poston 
DAVIS, HENRY 
ing « 7 
DUFFIELD 
119 Washington St 
HAMANN, W P Ady 
Pub. Corp., 419 Park Square 
1¢ 
HATCH, W. H Jr Dist 
Catalog Division, F. W 
St. James Ave Boston 
HEMINWAY, STUART, N. I 
ews—World Report, 1122 
tidg Boston If 
HECHINGER, H \ Vice-Pres Frank P 
Kennett & ¢ In 285 Congress St 
Boston 10 
HENRICH, Wm. J 
1020 Statler 
HODGKINSON, Wa 
1427 Statler Bidg 
HOKWN 1M Jr 
Square 


Sweet's 
Bidg., 


Dist 


Park 


Mar 
Square 


Frank P. Ben 


Thomas Pub. Co. 
Vice- Pres 
Washington St., 
GPORGE Hu } 
Newton 58 
Rep., t 
Bidg 


Daniels Print 
Boston 14 
lectrical Mfg 
Mass 
News 
Boston 


Mar 
Dodge Corp 3) 


Sweet's 


Mar t s 
Park Square 


Ady yy. Curtis Pub 
Bidg ston If 


Hill Pub. ¢ 


Are 
Park Bidg 
ANNEY, RICHARD W 
anti Dist Boston 
( Inc 1427 Statler 
KOCH, JOHN H 
chinist -Product 
ler Bidg., Boston 


Assoc 
McGraw 
Bidg., Bost 


Dist Mer.. Ameri 
Engineering, 1427 


LAWSON, EDWARD 5S Machine D 
Water St Foxboro, Mass 

LAWSON, WILBUR L. Rep., Conover-Mast 
Publication, Ine it) ari St Taunton 
Mass 


sign 


McDonald, Wa N I Mar 
Statler Bidg., Boston tf 
MARSHALL. KROBERT I hus 
tectural Record, 119 West 
York 18 
MEISSNER 
England Road 
St Boston 9 
VORSI i, in on Meg 
i2nd St... New York 
MORTON, CLARENCE I 
lit kline 4 lass 


ALFRED 
wnt Ve 


Tine 


Mar Arch 
ith St New 


EDWARD G. Adv. Mgr, New 
Buliders Asso« 20 Kilby 


Purchasing 


sappan St 


PAPINEAI 
neering, 60 M 
Mass 

PRECOURT, HARRY A 
1320 Statler Bidg ! 

PRENDERGAST PRANK 
1206) Jol Hancock Bid 


SANGER, KENT 
ig I 


Pre 
Wore 
STONI CHARLES ‘ 
England Electrical Ne 
eral St Keston 10 
rEMPLI CHARLES 
‘ r ’ ay ‘ 
Ave Boston 1 
VICKREY, FRANK N ) 
Pub, Cs : Park Ave 
VOSBURGH, G. DN. I 
t 205 EF. t2nd St 


Mer. M 
New ¥Y 6/8 


NIAA Roster 3 


ru 





WHIPPLE, STANLEY 
443 Stath Mickg ih 

Whitt 
Age, I 

WHITELY 
Equi pime 
WHITNEY 
W hite 


DONALD H 
. a0 Boylet 


WoL WILLIAM 
t 


oft Bidg.,, B 


2. CHICAGO CHAPTER 


Active Members 


WILLIAM 


DEMAND 
DENG. NO! 
21 N : 


De WoOL! 
Mact 


De YOUN 
DIMAS!I JOSEPH \V 


‘ . I 


4 NIAA Roster 


DOUGLAS, ROBIN, General American 
Transp. Corp. 1 S. LaSalle St., Chicag 


EDMUND L., Cruttenden & Edgar, 64 
Chicago 1 
WILLIAM ¢ United States 
. 208 S. LaSalle St., Chi 


RAHAM, ¢ M 

‘ m4 Ss. Ha 

REENE, CHARLES I 

5 i ‘ ‘ St ‘ } 

niwM WILLIAM K 

MMSHAW, JOSEPH M Justrite Manufa 
‘ 061 N. Southport Av Ch 


Av 

HEI RAYMOND, Wan 

159 Dearb St 
Hol NHORST trea ery 
Puckage Mfg. ( Washingtor 
hicag 

ULIUCS, Lis 07 N. Michi 
(hicaga 
RAYMOND ({ Advertising & 
2 W. Wacker D Chi 


LANGLIE, HILLARD K.. Aubrey, Mo 
Wallace, 230 N. Michigan Ave Chica 
LAUESEN, E. J Fuller & Smith 
Ime 05 W. Adams St. Chicag 
LEDGERWOOD DOROTHY, Kussell 
Gray, Inc. 205 W. Wacker Dr., Chicag 
LENZ LARI ‘ 
1 0 _anaip 
LITTLE, F. J ‘ 
W rtland St 
LLEWELLYN, ROSS 
09 LaSalle St 
LUND, RICHARD G 
£ | Ss ik 


Ageney beris 


MacDONALD, ARTHUR 8 
Donald, Ine 100 W. Mad 


MAHON jOUN | 
Ag 176 W 
MANNION, JOHN B 
Ine m2 0 
MARENECK, RR. H 
t Grov I 
MARSTELLE! \ 
I 1200 W. 14 
VELOAN, W iH 
21 N. LaSa 
MENAUGH 
1 EB. Ex 
MERRILI rsW 
W. Adams St 
MICHAEL, CHAI 
Michiga AN 
MILLI MM. I 
10 S Michiga 
MILLS, Cc. W Ww 
20 N Wack 
1 
WOOL ARTHUR R A. R. Mogge, Inc 
N Michigat Ave Chicag 1 
MOREHART, RICHARD H enjamin Elect 
& Mfg. ¢ Des Plaines 
MULFORD, H An F ge Div Brake 
Shoe 109 N. Wabash Ave ricago 2 
MURISON, KENNETH A I 
8 S. Dearbor St.. Chica 
MURPHEY K Ww Tay 
Works, 4 Ww 14th 
MYERS, E. M., Vic 
Ww Jackson Biv 
MeCALI J Lumber & 
Treating ¢ 4 ga Ave Chi 
cago 4 
McKINNEY, MONTGOMERY N., Earle Lad 
gin & ¢ 121 W. Wacker Dr., Chicago 1 
McKINNEY, PETER 1T ! urbide ¢ 
Cart Corp., 230 N. ¥ ga } 
MeLOUTH, LOUIS, Sa 
22 S. Clinton St ul 


MeNULTY 


WILLIAM ¢ 

( 11 

MeWADI CARI bb Ski 
Elst Ay Chicag 

NELSON. I S 

I 2110 S. Marsha 

NEWBILI RANDALL H 
09 W. Jackson I 


OAKES RUSSELI 
Di Batt ‘ ~ 
(POONNELI EMMI 
I ss { I 
OHLEICH M 
Inc I \\ Madis 
OLSON LINUS | Steel 
Supply ¢ 131 chi 
OOS, BERNARD 
Corp 100 S 


PAPP, EDWARD 
Ss S ‘ 


PATCH, KALPH t ‘ Adver 
tising, 3 S. M J . cag 
PATTON, I } ’ mn Mfg 
‘ , Aur 2 
PAULSEN, H Special 
ties, I ~ ef 0. Il 
PAYNI LANEST. ¢ 
Ss Is Av 
AN 


SARK 
LaSa 
POO DONALD 
1w Sth S 


INDUSTRIAL MARKETING, April, 1950 





PORTER, ROBERT A., 8421 M Ave. 
Skok) il 

POTTER, ROBERT E., J. M. Hickers 
; N. Michigan Ave Chicago 1 

PUFPFER, CHARLES O., Goodkind, Joice & 
Morgan, In 919 N. Michigan Av Chi 
ag il 

PUTMAN, R. B \m 
ng ( 32 S. Mict 


n, Inc 


RASEY. C A. I hards-W 
Th 1s \ 
REINCKI CHAS 
I Ine 2 
cag 11 
RHODES, L. I Ly 
P. O. Box 671, Aut 
ROBBINS. HARVEY H 
Ass t 11 
«) a a 
ROBERTS, JOHN 
I i Vv. Wa 
ROBERTS, J. 1 
( 18 N.M igar 
ROBERTS ROLAND 
I 1200 W. 145th St 
ROBERTSON SCOTT 
& Assoc I I 
« ' 
os HOWARD, B 
s St., Chicago ¢ 
ROSENE, CLINTON in 
I Ave Des 
ROSIN, ROBERT W 
Te Ww ks, 411 W. O 


Twist 


ROVER, RALPH, M 
Lake St., Chicag 
ELI ALBERT 
( 205 W. Wace 


SAGER Al Al 
A ra. lil 
SAMELSON, LINCOLN 
fact t 


Steel 


WALDO ¢ 
< 201 N. We 
SCHUTZ. REUBEN M Mare 
tiv Prod. Ine 1600 
Chicag 
SCRIBNER, H. A. Russe 
2" W. Wacker Dr 
SELBY TACK 
Inc., 307 N. M 
SHALI BERG, G 
S. Michigar 
SHROUT, JAMES 
“ k Dr c! 
SIMMONS. H_H 
AN hicag 
SLATTERY, ROCT 
<0 Heights, I 
SLOMINSKI, KOBERT J 
Mia ¢ »s Plaines 
SMITH, MILO Ff Chicag 
S. Michigan Ave 
SNODELL, ROBERT M 
Archer Ave Chicag 
SNOW, DEAN, MeCanr 
S. Michigan Ave c) 
SOREI HOWARD, W 
oo N. Michigan Ave 
SOWERSBY, PHILII 
231 Las e St 
SPRAGUI PHI J 
Michig City, Ind 
STANTON, EDGATI 
a‘ P.O. Box 
STINSON 


' WW 


WILLIAM 


pl 


AN ct 
STONEKING 
Deart 


st 


STRAND, PHILIP 


SI IVAN, 1 
‘ a1 Sy 
SYMONDS, MI 
A ‘ s 


TAYLOR, GO! ’ cke, Meyer & 
Ir 2 AV Chicago 
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TEPLITZ Teplitz Adv 
Chicago 1 


1200 


HENRY H., Henry H 
Agency, 185 N. Wabash Ave 
rODD, E. F., Imperial Prass Mfg. ¢ 
W. Harrison St., Chicago 
TONNI Christopher 1 
vertising Washingt St 
go 2 
ryMICK, H.W 
St.. Chicago ¢ 
Var AUKEN KENNETH I Var Auker 
Re and & Stevens, 326 W Madison St. 
Chicago ¢ 
VANDEN, G. W 
Michigan Ave., Chicag 
VASSE, JOHN G., Steel 
Puleski Rd. Chicag 
WALD RENJAMIN D.. W 
221 N. LaSalle St.. Chicag 
WALKER, SAMUFI H Jr 
Chicag 
WAI! Russell 
1% Dr., Chicag 
WARNIMONT, J. M., Sterling T 
1340 N. Milwaukee Ave 
WHITESELL, DARWIN MeGil™M 
turing Ind 


none Ad 
Chica 


CHRIS f 
179 W 


Buchen ( 00 W. Madison 


Vanden Inc 620 N 


Chicago 
nufac 
uri ( siparais 
WHITNEY K 
’ ( «1 
RAYMOND Frank G. H 
rtvy ‘ I 
WILDI ALMON 
Wilder, Ime 
WILLIAMS thwest Engines 
( 28 1 ‘ n vd., Chicago 4 
WILLIAMS RED J Elgin Softener Corp 
git 
WILLIAMS, J. W., Sig ie 
‘ 2600 N. Western Ave., Chicago 4 
WRIGHT THORPE I Erwlt Wasey & 
( 230 N. Michigan Ave Chicago 1 


WIGGERS ugh 

‘ 
OOKS mn er ks 
Chicag 11 


ring 
Steel Strapping 


YOCGERST, W. M.. Bodine Electric ( 
W. Ohio St. Chicago 12 

ZIMMERMAN, FE. N., Chicago Bridge 
( > Ss. Michigan ' Chicagc 


Associate Members 


ADAMS. GPORGE I Dd 
lieations Inst futions 
Chicag 1¢ 

AKIN, WILLIAM S., Publishers 
tive. 19 S. LaSalle St.. Chicago 

ALLURED, STANLEY I Mfrs. Confection 
Pub. ¢ 100 W. Madis St.. Chicago ¢ 

ANASTASIA A A Wa Street Journal 
1945 Board of Trade Bidg., Chicago 4 

AITCHISON = Industrial 
200 Ff lilinois St... Chicag 11 

AUGUST K. ¢ Proebsting Tay Ine 
230 IT Ohl St Chicag 11 

AYOTTI JACK D 

‘ 


‘lymouth ¢ rt 


mestic Engg. Pub 
1900 Prairie Ave 


Representa 


Marketing 


Photopress, Ine 
hicago 


BARRY, THOMAS, M 
520 N. Michigan Ave 
BASSETT, L. ¢ Gage 
Ave Chicags 
BODEN PAUI Architectural 
N. Michigan Ave Chicago 1 
BOTTHOFF., ¢ L. Std Rate 
Ine ‘3 N. Michigan Ave 
BOUGHTON, CLARK, P 
igan Ave Chie 11 
rTMAN, V. G Per 
Michigan Chicag 
BROWN, W. W., Plant Publish 
S. Winchester Ave Chicag 
BRUNS, 0. I Advertising 
is St., Chicag 
BUEHLE! GEORGE H 
ess, 228 N. LaSalle St, 


rraw-Hill Pul 
Chicago 11 
Pub. Co., 2484 Estes 


Ts 


BRI 
N 


CARGO, CW Factory Expeditor, Inc., 205 
Ww Wack D Chicag t 
CARR HARVEY Pr 
407 S. Dearborn 
CARSON 0 T ib 
1900 Prairie Ave 
ARTER, EDWARD ¢ 
St Chicag 41 
CHAMBERS FLORENCI We 
64 N. Michigar Ave... Chicag 
CHASI DANA. Dana Chase Publications 
360 N. Michigan Ave Chicag 1 
CLARK, FRED A Ar r t 10 
W. Adams St, ©) 7: 
LEVENGER, W. §S 
Publ. Corp., 8 $ 
Chicago 3 


Equipment 
o4 W. Lak 


Vagazine 
11 


Case 


Shepperd-Manr 
Dearborn St., Room 708 


COASH, CARL, McGraw-Hill Pub. Co., 920 
N. Michigan Ave Chicago 11 

COCHRAN, G. I Reinhold Pub Corp. 272 
W. Monroe St., Chicago 3 

COGAN, JOHN M., Architectural Record, 700 
Merchandise Mart, Chicago 54 

COLLIER, CHARLES E., 122 5 

Ave Chicag 

GHORGE § Amer un vy. 400 
Chicago ¢ 

MORGAN h Maclean 

Jackson Bivd., 


Michigan 


CONOVER 
W. Madison St 
COTTINGHAM 
Hunte Pul o WwW 
Chicage ¢ 
i D. as Industrial 
nois St. Chicago 11 
CHRIST, I I Industry & Power oN 
Michigan Ave. Cl 
CUTLER, CPrORGE ¢ Keeney 
N. Michiga Ave Chicago 2 


Marketing. 200 


icago 1 


DENNETI DONALD H 
fe ‘ 12 } ‘ 


DIETRICH, CARI B 
Vh esaiers (ast 
Chicag ‘ 

DITTMANN, PAUL S., Me 
in I liu St (hieag 

DON. EDWARD, bdwaerd 
S. LaSalle St., Chicago 1 

DREYER HOWARD H 
20 N sigan Ave 

DWYER, T. P., Conover 
N. Michigan Ave. ¢ 

EARLY, DW 
Chicago 2 

EASTMAN, F. cl 
2 WwW Monroe St 

EDDY, GLENN H 
son St, 


LHMAN 


2201 


Machine 
Chicag 11 
Mast Pub. ¢ tA3 


Design 


GHT H 


‘TIS 
Chicag 
ASM. 100 W. Madi 
Chicago ¢ 
TAKKY 
doiph S Chicago 1 
EVANS, VERNON K ; Ww 
Grand Ave Chicag 10 
EYLER, I ‘ s Cat 
Mercha 


188 W. Ran 


tlog Service 
Chicag 4 


NLEY J., General Ex 
2100 N. Racine Ave 


FAIRWEATHER, ST 
hibits & Displays 
Chicag 

FARLEY, URBEN, P shers Representa 
tive, 120 S. LaS ‘ Chicag 

FARMER, C. KK. Off & G Journal, 105 W 
Madison St 

FITZPATRICK, H. G., Gulf 

ic higatr Ave 

FLANAGAN, FRED A Fred A 
lypographers, 1 S. Wells St. 

FORKBES, DUNCAN, American 
S. Michigan Ave Chicago 

FPRANDEN, ROBERT T., Architectural Rec 
rd, 700 Merchandise Mart, Chicago 54 


Chicag : 


Pub. Co., 332 S$ 
Chicago 4 

Flanagan 
Chicago 
Eaporter, 120 


Displays, Km. 841 
Chicago 40 
Ratletin, 621 


GALE, BR. Hartwig 
W. Jackson Bivd 
ren, LOUIS 
Dearborn St 
GANNI GORDON H., Cleworth Pub. Co., 
Ine 612 Michigan Ave Chicago 11 
GAULEY t K Maclean-Hunter Pub 
Corp mo OW Jackson Bivd Chicay ‘ 
GHIS, GEORGE J Jr Huron 
00 W. Lake St, Chicago ¢ 
GEYER, WAYNE W Purchasing, 333 N 
Michigan Ave., Chicage 
GILLETTE, EDWARD S., Gillett 
22 W. Maple St., Chicago 10 
GOERPEL, W. L., Mchae'’s Blue 
Huron St., Chicago 11 
GRAHAM, EWING W 
Michigan Ave 
GEO. P, Pit & 
! Clark St Chicug 
GREEN, MARVIN 1T Chicag Show Print 
ng ( 2635 N. Kildare Ave., Chicago 39 
GREEN, HAROLD E., Printers’ Ink, 206 5 
LaSalle St... Chicago 4 
GREIG, JAMES A J Newsweek 60 N 
Michigan Ave Chicag 11 
GREMBECKI, RICHARD | I 
Wright, Inc., 840 W. Adams St., Chicage 
GROENBOOM, HENRY P.. Henry P. Groe 
boom ¢ 400 W. Madison St., Chicag 
GROSS, JOHN V Mechanization, In« 
\W Jackson Bivd.. Chicag 
GURLEY, ROY, Modern Railroads, 201 N 
Wells St Chicago 6 


industrial 


GAl 
N Chicago 1 


Press, ine 


Pub. ¢ 
Book, 18 1 
Putman Pub. Ce 
Chicag 

Publics 


Quarry 


GRANT 
tions BS 


Raymond 


Engl 
“ao ¢ 
thi 


HAGLUND, ROBENT Domestic 
neering ( 1900 Pr Ave Chi 
HAMMOND, L. B LaSalle St 
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HANSEN. EF. G., Buel 
o, 4716 Parker Ave 
HASAINS, CHAS. I Moor 
1328 Peoples Cas Bidg a 
HAYES LAWRENCI D Mack 
Rook, 2032 Wiimette Ave wi 
HENDERSON, JOHN D., Frita P 
Ine 9 FE Van Bure . 
HENKIOURZ. 1 D re 
fT Va ! + St 
HICKEY. 5S. W 211 
wy I 
HOAGLAND, DONALD 
1. W Wast at 
HODGES, KENNETH 1 
76 W Adams St 
HODGSON, Grong 
ewes yt Var 
HOGREN. VINCENT 
222 I \“ w Awe 
HOLDEN, HAI 
HOOKFI ‘ 
Jucks Khivd 
HOUTS n ‘ M 
I arc f Tread 
HOVERSTEN, MORRIS T 
N. Michiana Ave a) 
HUGHES, 1 J \ 
Ave. Chicago 1 
HUNTE!I HAKKY 


Ave a) ‘“ 


HUNTHE! JON 
A at 


naton ft ] 
Hmyte PAVIT 
Wack 1 
IHVINI 

Jacks 
Ac ASOIN 
Michie 
OHNANSI 

we Ave 
OHNSON 

! Park I 
OHUNSON. 1 

‘ wa NO OUM 
ONGENSON, RICHAI 

' Ww M 


AAl WILLIAM 1 


‘OUN Tf 


LARSON 
} 
LEMMAN 


itt 
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MORHIS, LEWIS, P Works Magaz 


612 N Michigan Ave Chicag 11 
VORHISON hOuN leet ‘ 
‘ \\ Jackson Bivd 
MULDE! Ww rans 
ply News M 
MURDOCK 
N. La Salk 
MURPHY 
rdm 


GRoOnE 
‘ I 
Chicag 
McG RAW 

nN. W 


RALPH O 
. br 
McKEERVER, HAROLD J 
22 W. Maple St, Chicag 
McRKIERNAN., RK. G tn 
( 6 W. Van Buren 
OMAN BEN & Nat 
Jackson Bivd, Chicag 
PAINTER WAI 
W Jacksor 
PALMOULIST 0 I Buckley -Dement 
Corp Ww Jacks Bivd., © 
PAPINEAT DONALD et 
Corp., 400 W. Madison St icag 
PEACOCK, JOSEPH §S H 
11 W Washingtor 
PRLOTI iH 
N M 


rER P 
I 


, vd., Chicag 


PRLOTT 
Michiga 
PERKINS 

\. May 
PEHAIN \ 

s St Chie 


PETERSON, A. ¢ 


PHELPS, W ‘ ve 
gat AV th . 
POHLMAN LEONARD 
ber in 1 ‘ 

POPT JPORGI 
N. Michiga 

POPPE! PRE! 
Hose St 


POWERS 
Wack 


A 
ak 
P 


THOMPSON ns - Bo. 
man Pul yw > 
1 
MIEBOUT, JOHN 
520 N. Michig 
rIMMERMAN, G 
‘ f Chicag Ww 
5 


Gardner Displays 
Hastings St 
Chicage 
rRACY, S. nover-Mast Corp 3 oN 
Michigan Av Chicag 1 
rRIMBLI M. P 
S. Wabash Ave 
TURNER, GEORGE, Industrial Press, Inc 
& N. LaSalle St... Chicag 1 


Industria! Publications 


Chicag 


22 

VAALER, JOHN, Putma 
7 N. Michigan Ave Chicag 11 

Van KAMPEN, ROBERT ¢ Hitcheock Pul 
222 Willow Ave Wheat 
Paper rade Jour 


Chicag 2 


Publishing ‘ 


VINTON, H. K 
N. Dearbor St 
WADE, WILLIAM S.. World 
Market St 
WALBATH, Wm K J 
Michigan Ave Chicago 1 
WATSON DAVID RK Moderr 
201 N. Wells St.. Chicago ¢ 
WATT, W I PI Publish 
Joseph, Mich 
WELLS, JAMES M 
N. Michigan Ave 
WENTER, FRANK 
10 Ww Adams St 
LEE B., Product Desigr 
News 12 Chest 


Chicag 


WHITTINGTON RAY N MeGr 
Pub. ¢ 1) N. Michigan Ave 
11 

WILKINS, JAMES BR 
er, 1230 Washin 

WILSON J h 
407 S. Dearb 

WILSON, R. T 
Maple St. Chicag 

WITTWER, RICHARD 
122 S. Michigan Ave 

WOODS, LEONARD A 
son & W ‘7 on \) 
1 

WRAY, EDWARD 
Stores, 9 S. Clint 

VAIGHT FORGI 
N. Wells St Chic 

ZACHER, REYNOLD 
( 166 W. Super 

ZENER CARI \ 
Pub. ¢ >W. Mos 


3. CINCINNATI CHAPTER 


A 


Active Members 


BAER. §S 
Times St 
BAUMGA 
Cinecine 


st ‘ 


BAXTER, J. 1 
‘ , nat 
RERLING 

(1 
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Chicago 


OHNSTON, J. W G 
Ft. Mitehe Covingt 
KAMMANN, FREDERI 
‘ 719 Enquirer B 
KELLE! BRUCI A 
Ine 2158 Beek 
NELLE! 
tras A 


I } 


KOHN 
2060 | 

KKAMES 
mol 


EVINSON ROB! 
Steeleraft Mfa. « 
yne, O 
LINDEN, CARI 
! 1 


at ys 

McFEI Wa I 
Dept Ane am 6 
Curt 


s St Middietow 


McLAUGHLIN, Wa 
! Street, ( 


EESEY. CHARLES M 
ati Milling Machine 
‘ cir t ’ 
RICHARDSON, J. ¢ 

amd, ¢ < t 
RUPS, CEOR 

\ ric 

x Sect AN 
SCHIFRIN, I 

1028 Dixie Te 
SCHINDLE! 


s 
mT es Star 


SCHNEIDER 
ct 
SI 


SHANNON W 
mers Mfg. ¢ 


SMITH, FRANK J Ady 


Mig. ¢ ‘ ‘ 
STRAUCHEN 
& 


EDMUNI 

him, 6 F 

SULLIVAN, FRED, Bu 
M Cin 


at 
rROW BRILM NELM 
& Nortl t we 


rUNISON W Asst 


Paint ¢ 


Associate Members 


AHLERS, J 
yes 2 | 
ANDERSON 
vu st 


FRNEST I 
W sms, 
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k 


p 


M 


BERNZOTT, A 
zort Studi s 
Cincinnati 2 

BLANEY, HARKY 
28 E Sth St. ¢ 

BRAND, LAWRENCE 
Kurc t, Cim ati 


CASTONIER r 
Graphic P 
AV Cin 

CULLEN, I 
Sales Corp 

IIE TERLEN 
Wing ! 

DOW NIN 


PRY! Wi 
shing ¢ 
sROTH, RAYMOND 


um = Bidg.. Cincinn 


HAY, GBHORGI 
cat 


KAISER 

Crafts 

‘ ‘ ! t + 
KLINI RICHARD 
tions, I i N 
KRAMER ROBES 
Pugh P ting 
nati 2 
MeCAULEY 

Barton ¢ 
MARSH 

graph 

Cineir J 
MASON, WALTER HK 
( Third & V 
VOERMOND, ISAAC 
me & Paper ¢ 128 

ati 2 


NAl WILLIAM H 
\ ‘ Nau 


y ‘ 


ITT, ROBERT B 
see St ‘ 
REED, GhORGI 

¢ ‘ : ble 
ROGUFT ALBERT 

‘ “ N.6B niway 
SCHAEF FE! Ve 

Rodgers. I 4 


SCHWARBER, GENI 
Publicat s, I 1 
na 2 

SHARMAN, OLIVER W 
Kh uiway & lie i 

SPIESS RAY H 
Artists 12 I 6tl 

STEWART BRODERICK 
( 8 W. MeMicker 

SWORMSTEDT D 
the Times Pul 
fuct, ¢ at 

TAVE! JAMES 
Typesetting ¢ 


( ' 


TRAUK, W. H 


626 Broadway 


ULFPERS, GLENN, O 
Blue f k, 6615 P 


WERTH 
Matcl { 
NILLET ‘ 


’ Pres 


4. CLEVELAND CHAPTER 


Active Members 


ABRAMS, SAMUEL I 


sing 


BAKER, HORACE HOSS Chinn 
taker & Baker & Associ 
t m Commerce Bidg 
BARTLETT, OSBORN, Pre 
lett ¢ 130 Prospect 
BAYLESS. NEVILLI Sec'y Hay! 
( 1166 Hanna Bidg., Cleve 
BELDEN, FRANKA I Partner 
Hickox, 1900 Buclid Ave 
BELTZ I Me Sale th 
Shove EB. 28th St. I t 
BETZ, 1 } Fuller & Smith 4 line 
01 buctid Ave evela 
BILLINGSLEY ALLEN 1 ‘res, PFulle 
& Smith & Ross, In 5 buctid Ave 
Cleveland 
BLAIR, KR. G 
Prospect Av 
HOSSAKT I K t Hiwiley 
tx 1050 Ivanho ane Cleveland 10 
BOLKNI HENRY Tt. Pres Henry I 
Bou Adv. Agency, Inc 1672 Union 
Com ce Bidg.. Cleveland 14 
BROWN, CHARLES I t. Exec Fuller 
& Smith & Koss t buctid Ave 
‘ v i} 
BUR RICHARD I Standard 1 
6900 Centra Awe i 
BLTICHER, WALTI 
K ( lied H 


! 


jiames ¢ 101 


CAMPUELI Acct. Exex 
‘ Union Commerce Bidg 
CANFIELD, LEER Acct. Exec Griswold 
Esh! um 1400) «Terminal lower, 
v amd 1 
JOUN ft Asst. Sales Mar Brown 
ing Crane & Shovel 16226 Waterloo 
hd uN. E Cleveland 10 
CHALKLEY, W. G., Asso Mar Media 
Dey Fuller & Smith & Ross, Inc, 1501 
buctid Ave Cleveland 15 
CHURCH, LBONARD H ech. Dir, Hill 
& * witon 12 Hepublic Bidg., Cleve 
il 
CLAKKE JAMES J Adv. Mar Are 
1 Kessemer Ave Cleveland 4 
CLAWSON JAMES ¢ Vice Pres 
irum & Fewsmith, ln 220 
i 


COLLATZ, ¢ r., Cleve 

‘ 249 bE. 18th St 

CONNER, DONALD A Prom 
Westinghouse Kiectri 1216 OW 
Sth SMS Cleveland 

COOK, ¢ hh. Viece-Pres Sales Prom 
Eliwell-Parker Electrie $205 St. Clair 
Ave. Cleveland 14 

COOK ROBERT Ss Prom Mar I ! 
Hauserman ¢ 6800 Grant Ave Cleve 
and 

CORDES, WILMER H., Mgr. Sales Prom 
American Steel & Wire (Cs Rockefeller 
Kidg Cleveland 13 

COWLIN, SYDNEY I Adv. & Sales Prom 
Mg Faton Mfa. ¢ Reliance Divi 
si 1 Charles Av Si Massillon, O 
RAFTS, EDWARD 1 Adv. Mar Dresser 
Industries, In« 1130 Terminal Towe 
Cleveland 

CHAI, J. I Mer iv. Dept.. Warner & 
Swasey ( O1 Carnegie Ave Clev 
! i 

CRAMER, PAUL M Dir Media & Hes 
Griswold-Eshieman ¢ 1410 Terminal 

t Cleveland 13 


nee Fuller & Smith 
Euclid Ave Cleve 


DODDS. RICHARD ice Pres 
sher Stashower Ir 1010 Euctid 
Cleveland 
DobDG! BRENTON G.I Marketing Cou 
selor 4019 Prospect Ave Cleveland 
DOERGER, EDW. H Adv. Mar American 
( 1 Athems Av Clewe 
mma 
DONLEY, FRI \ ! \cvg 
Oviatt St 
DONNELLEY 
y « 


Clevela 


LDF kl 
Smit! 
‘ vel 

LLLIOTT, DONALD 
Media, Meldr 


Huron Rd, ¢ 
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HLtAM HS ' McMILLAN W.. Adv. Mar ‘ SCHWEIZER, LOUIS A., Asst. t Mer.. 
Metais ‘ ’ ung | 0 W. 80th, Creve I rman Products, in 2038 Fulton 
P ¢ Adv. M 
r Sandusky res. Carr 
HOWARD J N. B. 
1924 N ( < Big 
“4 SHEM 
Smith ¢ 2191 West 

; 2 


MEELIELI 
auch t 


MEEAMANS 
mans, I 


MERELINTH 
SIMMONS 
Media, Meld 
Hu 1 Ke, ¢ 
SMITH, BRADFORD W 
Smith Advertising 
und «(1 
SMITH, ERNEST 
ter Packing ¢ 
! 
SMITH JAMES 
egtt Advert 
Clew ! 
SMITH, ROSCO 
liane I . 
Koad, ¢ 
SORKELI 
' ry Sess s 
leveland 2 
SPENCER, JOHN 1 Copywrit Republic 
Steel Corp., 20450 Crysta AN uclid 


Clev 


‘ 
Kon f 
I 


STAAR, W 

& Smith 

‘ ev at 
STALFFER 

can St 

Cleveland 
STEDIFELD, HAROLD 
Byrn Ine 1220 Hu 
l 

rEVENSON, KENYON 
wold-Eshiema 

lowe Cleve 
SUMP, A 

( of 
SWINA HOWAT 
Advertising \e 
Mari 0 


TREHARNE, HORA‘ 
iev iar 
Statler, Cleveland 


VANDERPOO!I ‘ 
I ( 17.32 


ve 


amd 12 

PETTEN 
t, Irich ¢ 
2 
VASEY, BRI Mg 
Cha & roadway 
Sts ¥ 
VORAN, SI 


WAGENMAN 
Shak H 
WAGNER, ¢ 
rd 
WAI 
18511 
WARDLI 
Repul 
224 1 I 
WELLMAN 
Ass ait 
WENGE WwW 
Twist D 
114 
WHITE 
‘ 
i 
WILSON IOUN 
Adv 


Associate Members 


. 

lios, I 

ALBEKS 

Olds ¢ ” 
ARLINGHAUS OHN 
graving ( 1741 
4 

H. LESTER 
shing ¢ 1240 


401 : . F ' . . " 
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BAILEY, CLYDE H A 
Stee 121 WwW Third 

BALL, BEN EB. 424 V 

a 0 

BANDELOW 
ton ( Caxton 

BANDFLOW WALTER fF 
Studios, 911 Marshal! ig. ( 

BARNETT, CARL P., Insti 
17 Citizens Bidg., Cleveland 14 

BEGGS, KR ( Cleveland Mar Modern 
Plas s. Modern Packaging, 1012 N.BA 
Bidg.. ¢ and 14 

BELL, JACK ¢ 

Corp 171 

BENAGH 
Plant ¢ 


Ville 
ROBERT FE 
Bidg., 

Bandelow 
eveland 13 


tutions Magazine 


Rep. Copify Lithograph 

I 2ith Mt ‘ veland 14 
Wm ‘ und )=«Mar 

t F : ecto ‘ Leader 

Bidg Cleve 1 

BENDER, JAY tid’s 
ness & Guia, 18220 | Ave 
md 11 

BERGER 
Petroleur 
Cleveland 

BLAIR, ROBERT }f 
fron Age 1016 
land 14 

BLINKMANN, HARRY H 
& Bilinkmann, Inc 423 
Cleveland 1 

BOULTON, A. W Vice-Pres 
troleum Pub. ¢ 1213 W 
Cleveland 1 

BREWER, RUSSELL R.. Gen. Mg 
Chileote Paper ( 2160 Superior 


Busi 
Cieve 
WALTER G alesman National 
Vews 121 Ww Third St 


The 


Cleve 


Reg 
Guardian 


Dus. Maer 
Bidg., 


Bohme 
Bidg., 


Treas 
Caxton 


National Pe 
Third Ave 


Brewer 
Ave 
Cleveland 

BROOKER, W ‘ gr Edwards & 
Franklin { d St.. Cleve 
and 14 

BURNS 


RICHARD ¢ Clev Mg 
Pul 7 


708 


King 
cations Deerfield Drive, Cleve 


Adv 
The Arcade, Clev 


Mar 


BUSSMAN, CHAS. H Centra 
i land 


& Guarry, 465 
14 
CAPELLI WILLIAM H., Mar West, 
4 an Exporter 25 W ’ Bidg., 
Cleveland 14 
CARLSON, I Ww Pul Rep une, Glo 
H » Bidg., Cleveland 1 
CLABAULT, WILFRED A... Dist. § Mer., 
I : Wig 2570 Ww 


HARD I 
AV ( 
EIWA 
17. 0 


I 


rv] y 
Bid lev ! 
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Petrequin 
Cleveland 

Fawn Art 
Bidg., Cleve 


CHIMES ‘ Sales Prom 
Paper 1559 Superior Ave 

GRIMES, LESTER |! Pres., 
Studios, Inc 1321 N. B. ¢ 
land 14 

GRINTON HARRY M 
McGraw-Hill Pub. Co., Inc 1 
Bidg., Cleveland 15 

GROVE KR Clev. Mar 
Leader Bidg., Cleveland 1 

GUEST GORDON B New Equipment 
Digest, 1213 West 3rd St, Cleveland 

HARTFORD, ROBERT I Pub. 
213 W. Third St.. Clev 

HAYS, GBORCE O. Pres 
ing ( 121 \“ rd St.. Cleveland 1 

FRANK P., Central Electrotype 

E. 22nd St., Cleveland 14 

HERI Jr Modern Industry 
202¢ n Commerce Bidg.. Cleveland 

HICKS, M.. Reg’! Mar (. S. News & World 
Report, 1501 Euclid Avenue Cleveland 
15 


Regional V. P., 
910 Hanna 


Purchasing, 435 
i 


Penton 

ama 1 
Penton Publish 
HERBERT 


( 1,60 


HERSHEY 


HILDRETH, J. ¢ Reg. Bus. Mgr., Chilton 
Co., 1030 National City Bank Bidg., Cleve 
land 13 

HOBART, PAUL G., Copy 
*olk & Co., 113 St. Clair 
land 14 

HUEBNER 
Chief, Huebner 
Rd.. Cleveland 18 

HUEBNER, R. I Sis. Mg Huebner Pub 

lications 1975 = Lee Roac Cleveland 
Heights 18 0 

HUETTNER, DONALD, Dist. Mgr 
Pub. Corp., 630 Terminal 1 
land 1 

HURST, IWORSEY, Cleve. Mg Time 

I 


na Bidg Cleveland 1 


Director, KR. I 
Ave., N.E., Cleve 


GPORGE J.. Publ. & 


Editor-in 
Publications 1975 I 


oe 


Reinhold 


wer, Cleve- 


Han 


Rep., Keeney 
ndiridge Ave 


Pub 


Cleve 


JACK, ROBERT A., Dist 
lishing Co 74 OW 
snd Heights 2, O 

JACKSON, JOHN C., Cent 
tectural Record 21 
land 1 

JARGER 


Fesset 


Dis. Mer.. Arch 
Hanna Bidg.. Cleve 


SAMUI 


meyer 


I A Jr.. Montgome 

Ward Par I 
Cleveland 

JAENKI RUSSELI 

1213 W rd St.. cl 

JOHN, EDWARD H 

( 10 Lakesice 

JORGENSON RICHARD N 

Rein i Pub. Corp., 630 Terminal Tow 
Cleveland 


KEARNEY 


ficGraw 


Ass Mur Cent’! Dist 
Pub. Co Inc., 1510 Hanna 
Bidg ( veland 

KEATS, RORERT I 

Cleveland 20 
KIEFER, D. ¢ 

West is 
KTESSLIN 

Ime 
AKIN‘ 
Ne 


KLEINMAN 


MOS! 


HOWARD 
Ris i bidg., ( 
MAY. JOHN S.. Lezius-H 
5 Ave Cleve “ul 14 
MELVILLE HARRY 


mons-Boardman Pub. Corp., 1500 Termi 
nal Tower, Cleveland 13 

MEYER, P. I 
Paper & Twine Co 
land 

MEYERS, ¢ A.. Owner, Industrial Motion 
Pictures, 1706 I Sth St., Cleveland 

MONGER, PHILIP, Vice-Pres. & Sales Mar. 

S. Gilman, Inc., 623 St. Clair Ave., NI 

Cleveland 

MORGAN, H. C., »over-Mast Corp., Lead 
er Bidg Cle land 14 

MORTLAND, J \. Copyfyer Lithograph 
Co., 1771 E. 24th St, Cleveland 14 

Rep., Gillette 


Union 
Lieve 


Mar 
40th St., 


Sales Prom 
i614 | 


MOSTER, RB. W Cleve 
Co., 4423 W Oth St Cleveland 9 

MUENCH, EDWARD A., Vice 
Electrotype & Engrav. ( 145 
Ave., Cleveland 14 

MUNN, JAMES (¢ Dist 
Digest, Communications 
an Gas Journal 2253 
Cleveiand Heights 6 

MURPHY, THEODORE P., Cleveland 
Mill & Factory, 435 Leader Bidg 
land 14 


NEMETH, EDWARD M. 
ing Co. In 1101 P 
land 14 

NEWMAN. J. P., 
Hill 


Cleve 


Pub 
Pres., Belipse 
Superior 


Adv. Mar., Class 
Service Ameri 
Delaware Dr. 


Mar., 
Cleve 


Bind 
Cleve 


Mar.. Spiral 
wer ve 


Asst. Keg. Mar McGraw 
Pub. Co. Inc. 1510 Hanna Bidg., 
land 15 
OLDPATHER, D. M., Sales 
Printeraft ¢ 208 St 


land 


PEECOOK, 


Mar 


Buehler 
Clal Ave ‘ 


leve 


GHORGE Rh 
1514 Pr 


Pres G. I Dee 


spect Ave, Cleve 


WwW Eclipse Engraving Co., 
Ave Cleveland 14 
ROBERT 1 Petrequin 
uperior ve Clevelam 
PELASTERER ROBERT ! Dist 
John S. Swift ¢ Im 16-28 MM. ¢ 

West “ul 1 
PHELPS 
Wainter 


PETREQUIN, Paper 
( 1 ’ ‘ 


Mar. 


Pub Rep I 
4 Madison Av 


dustrial 
Cleve 
land 2 

PICKETT, H. N., Vice 
ng and Chemical 
lrome Bidg and 14 

PIERCI MAC DONALD H Ir 
Equipmer News 145 
Cleveland 14 

POLAND, Wm. I Adv. Rep 
shing ¢ 1213 W d St 

NKEINER, MAX, Pub. Rep Americ 
journal ¢ 


0 Euclk oom 


Pres.. Food Process 
Processing, 812 Hipp 
Cleve 
fustrial 
Superi Ave 


e-Pres New Ff 

rd St, Cleveland 

industry and Power 
Asst. Dist. Me Stee! 

ev i 

1-West Mer 


\ALPFIELD, ROBER 
week, 1314 Term 


Dist. 


OTT, WALTER T 
t ith Bid 


HUTTENBERG, I 
; j ' ‘ 


swiTH 
Pul ( 

ITH, I Conta 
m Ia d Ave ‘ 

SMITH, I Mar. Ohi r Thomas 
Pub. ¢ 145 Super eveland 
4 

MURTHWAITE, H. F iton 
t s, 1836 Euclid Ave., ¢ 


Publica 


eveland 15 


NIAA Roster 9 





SPRAGLI KELL 
Publicat . in 

Cleveland 9% 
STEPHAN 4 H 
Kockw AY Y 
TRATTON, HARRY 
1125 HKockw AV 

rUART HAROLD 

Lead ticlg f ’ 
SWANSON MELVIN 

eering I Citls 
rAYtoay rou 

Pub. ¢ , 

i 
THeeMA 

‘<a 

— COSTELLO, JAMI 
THOMSON trite SP aa oe 
rue i Iway, Milw 
DAHLMAN, ©. ¢ 

tins Advertis 

way. Milwauk 2 
DANLEY 1 J Asst 
' , W hee Driv Aut ‘ 
Cleveland 1 . DAVIS, RICHARD M, ¢ 

\e@ 744 N. ft 

DILOT J Ad Me 
PO. Box a4, Milw 


Port DICK 


VALAK JOUN 
Hide ‘ ‘ 
VANDERVOO 
Prank r 


MILTON J 
Hue ‘ 
Mal ‘ 


( Wis 


\Ch 


5. MILWAUKEE CHAPTER 


Active Members 


10 NIAA Roster 


< 


& York Adv 
waukee 
MALEM DAVID 
Krasselt ¢ 
waukee 
MASUHI 
Cha 
S. 7e 
MORSI 
Chas 
NOVARA 
12th St 
NIESSEN 
Ine 1 
OGILVIE 
George 
PAULSON 
son-teriach & Ass . 
Wisecons Ave Milwauk 
PFEIFER, GEORGE HERBERT 
Chain Belt ¢ 100 W. FE 
waukee 4 
RAYMORE DON 
Associates, 1 
REED DUDLEY 
Milwaukee Wis 
RIETVELD GORDON 
2051 W W ise 


s 
SCRIVNER, CUY, Left 
St Milwaukee 14 
SLACKFPORD, EDWAI! 
££ Adv M Har 
Ww“ Nat ’ Ave 
SNEYD, I I Adv 
‘ rt PO Rox R4 
STABELFELDT, f h 

hawk ifa ¢« 
waukee 11 
STAUDT, GRORG 
moo W. Nat 

rortti I 

Vig ¢ 112¢ 
TRUDGEON, J 

r I | 
WAGNER, EMI 
N. 5 ! 

WELCH HARI 
Cana St M 
WEST AUSTIN MW 
is W. Elect 
WHITSON I 

s Sth St 
YORK WILFORD 
Hoff & 

St Milw 
ZEISIG 

D 


wauk 


Associate Members 


BALI 


St 


71 


Ww 
OOK PNNETH 


N. I 
WAI 


St 


W 
Mict 
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HAMILTON, EDWIN 
Ke ‘ ‘ 710 
Milwaukee 

HILGENDORI FRED 
lios, 210 W. Michiga 

HOEHI EDWARD I 
I type ¢ ‘ I 
wauke 

HOOPEI VAN 

10 W. St 

KEELE! H 

Vews -Re 


t 4 


LUCOFI CHARLES A 
W. Michigan St. M 
MANDET ROBERT, M 
Art S lies, 1319 N 
VEDWAY, BR. V Hamu 
( ; N.Y 1 Bu 
MILLHOUSE, J. K 
e ow 
MURPHY, ¢ 
I ' : 


NOLAND, DALE J 
( E. Clyt 
OLSEN. LESTER, Ols 
th S Milw hee 
ROYAL I 
2 N. Michigan 
PETRI, CHARLES, Adv. Mgr 


s f I State St 


PETERSON 


POENISCH, EDGAR ¢ 
142 N th St Milwau 
RIEFDELBACH, Ff I 
fein fetor Ave M 
KOSENKRANZ, HENI 
1 G field A 
KRUELLI ALEXANDEI 
” N. Michigan Av 
~CHWARTZ, RAYMOND 
graving ( 104 Ff Mas 
SCHMIDT, DONALD I 
! y Capit Dr 
SLATER, RORERT 
Stud iiae. W 


STEIN. CHARLES 
State St. Mi 
STEIN ELMF! 1 

Stat St Milwauk 
STot DALF ft 


1976 S Sith St 


WALSH, LEO ¢ 
: 728 N 


tl 


WHITFIELD, ERI 
‘ p.. 132 


\ILKE, FRAN H 
N. Milwa 


6. NEW YORK CHAPTER 


Active Members 


ADAMS, FREDRICK 
I New York ¢ 
ADAMS, F. 1 
f2nd St New ¥ 
\LDRIDCE. WILD 
‘ ‘ 
ANDERSEN, WAI 
x 45 Lib 
APGA FREDRIK 
' I 1 


iPPwWAN ALDON MW 


HOWARD 
th St New 
ALLANTINI I 
Nept M 
York 

CHARLES \ 
Treas... E. M. Freystadt Ass 


0 Lexinat Ave... New York 
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BARBOUR, ROBERT J Adv. Me 
ite Corp 0 Madis AV New 


PECK, HENRY W Asst. Me Adv 


Air Reduction Sales ¢ f I i2: 


New York 
1} ERNSTEIN, ERVING G., Adv. Maer 
{ P 188-1 5« ist Crescent Phe 
L. I 
HILLPRBECK, HARRY M 
f Media A vy & Richa 
Lexingt Ave... New York 
BINZ, G. A Sales P 
I Empire States 
BOGGS, ROBERT W 
Dept Car bl 
0 BE. 42nd St., New 
HBOZOKTI EDWAKD, A I 
& Keyes, Inc 2 Park Av New Y 
BRAMMER, ARTHUR, Art Bramnw 
vertising, ¢ Graybar Bidg New 
1 
BRICK, RICHARD T iv. Mg Otis 
tor ¢ 260-11th Ave N rk 


BROWN ALLAN Viee-P jak 


00 Madis y 


BUTLER, WILLIAM 
Steel ¢ Coatesy 


CALLAHAN, JOHN Asst. Adv. Mg 
Reduction Sales ¢ ) {2nd St 
York 1 

CAMPBELI 
j kis 1 

CARMEI vw W 
ow Oth Mt 

CARROLI J. PAU Mar.-Palit 
in Brake SI ‘ 230 Park Ave 
b k 1 

\THER, W ‘ ‘ 

ather, Ime ‘ 

CATHER, WILLIAM A 
Michel-Cath r 2 
York 1 

CORBETT, G. \ 

‘ Ha . 
NNINGHAM 
A ss 
AUSTIN 
‘ 


XAVISON 
New Jer 
York 
DELIBERT 
85 Liber 
De MARSH 
New Y 
DeSIENA 
Com 
Broadwa 
DeWOLT jOuN W 
Basford ¢ et 
DITTRARENNI 
( Irv I 
MOLAN. BE? 
Frasse & ¢ 
York 1 
DOWNES, 
St New Y 
DOE HrAT 
& Met 
York 1 
DUNPHY A 
1 I 


ASTMAN, JOHN 

Cat I 
ELPFENBEIN 

h kK 
ENDICOTT, THOMAS 

iH sibs ‘ cr 
EVANS, EDWARD, Asst 

4 ‘ ( 2? 

York 1 
PARRELI 

P 


EDWIN 


FISHEI 
ow St 
PORRSTER, Lot 
Ime 120 Lib 
LEY, JOSEPH I 
ntr { he 
FREDRICK, A. I 
Films 17 Madis 
FRY, HARRY f Adv. Mar North 
can Philips ¢ Inc., 100 E. 42nd St 
York 1 


t 
¥ 


Rake 
York 
Dept 
ul Sf 


Frink 


ishing 


Charge 


t 
1 

elite 

rk 


Lukens 


Alr 
New 


Amer! 
New 


FRYE, LBORGI Vice. Pres James 
Thomas ‘ urg ( iSrd St.. New 
York 1 

PULLER CHARLES J Vice- Pres 
Rea, Fu t ‘ Nassau St New 
York 

FULLER, PRESCOTT Asst. Adv. Mar 
American Cyanamic 0 Rockefeller 
Piaza, New York 2 

FUNNELL, WALTER Poes., Sanger 

St.. New York 17 


Funnell cc, OT 
GAMMEL., JAMES G ros., 230 Park 
Ave New Y k 1 
GARDNER, FRED H Fred Gardn 
Ine 299 Madison Ave New York 1 
cCRYER, L. Adv. Div 
( 11 Broadway, New Y 
GIBBONS, WILLIAM P Asst Adv. Mar 
Johns-Mansville 22 1 i0th St New 
York 1 
GIV SON, LUIS, Prop > ae G. Gibson, 50 
Church St.. New York 
GOMBER, RAYMOND I astern Sales Pr 
Mx Westinghouse Corp, 40 
Wall St. New York 
(RAN JULIAN Treas Rickard & 
In mo OW i2nd St New York 18 


Ingersol!-Rand 
wk’ 


YRAVENSON, TED, Adv. & Sales Prom 
Burndy Engineering Ime 107 Brucker 
Kivd. New York 54 

GRUNDY J ARTHUR, Sales Prom. Mar 
Remington Rand, Ine 1 Fourth Ave 
Systems Div New York 


HADDOCK, CRRALD Mar & Sales 
Prov il ! 
Lid 247 Par 

HALL. LLOYD H., Owner, Licyd H. Hall 
‘ 0 Lexington Av New York 22 

HANDLEY, ROBERT D Adv. Mar Sy! 
vania Div American Viscose Corp 50 
th Ave New York 1 

HARKAVY, HOWARD ALAN, Sales Prom 
Mer G. M. Basford ¢ 60 1 iQnd St 
New York 1 

HEIFPPEL, GENT Art Director, G. M. Bas 
ford Ce 60 EF. 42nd St... New York 1 

HERRINGTON, C. ft Mar. Sales, Eng. Dept 
Mechanite Metal Corp... Pershing Square 
Bidg New Rochelle, N. ¥Y 

HEY, HARRY A Adv. Mar Singer Sewing 
Machine ¢ 149 Broadway, New York 6 

HICKERSON 1_™ 1M. Hickerson, Inc 
107 t2nd St.. New Y 

HILLIARD J VANCT Westert Flectri« 
( ” Broadway New York 

HIRSCHBERG, ¢ \ Howard H. Samuel 
Ine 00 Valentine St., Hackettstown, N. J 

HOKLINS, J. f Adv. Mar Anaconda Cop 
per Mining ¢ 25 Broadway, New York 4 

HOrPFMAN,N BR Adv. Mar H. Konnastamm 
& ‘ Ii s Park PI New York 7 

HOLLINGSWORTH RUSSELI w“ Adv 
I> t Mead Sales ¢ In 230 Purk Ave 
New York 

HOLMES, DONALD I qr Flintkot 
( 420 Fifth Av , rk 19 

HOLYVOR! DOUGLAS \ Mar 
Hoff Mact ery rp 
AN New York 

HOPKINS, DONALD I hi. Hopkins ¢ 
100 Madis Ave New York 1 

KENNETH B Adv & Sales 

t Graybar Fliectric ¢ ie 
I ' ' AV N y , 

HOPPER, SCHUYLER, Pres., Schuyler Hop 
per 12 FE. dist St.. New York 1 

HORINE, WLLLIAM W Acct xe Sanger 
I nell. Inc., 60 F. 42nd St., New York 1 

HOVER, W. I le Pron My 

| Sonnet Rene n 8& Lexingt 
AN New York 

HUGHES, THOMAS A & Sales Prom 

4 Devices, In } i2nd St 

New k 1 

HUNT EHNEST &k ‘ Mar 

Cyvana i ( < o 
I kef r P 

HYDELI 1OHN 
Copywriter The 


Liberty St New 


HOPKINS 
I 


IACKSON, NORTON I 
J Park Av Ne 
DELBERT 

( 


Can 


JOHNSON 


rk | 
JONES RALPH ¢ 
nes, 228 FE. 45th St 

JONES, WALTER, United State Ste 

port ¢ 6 Church St.. New York & 
KASTEN JOUN Acct. Exec Kenyon & 

Eckhardt, 247 Park Ave. New York 17 
KEEL, MERTON H., Shell Chemical Corp 

iw Sth St.. New Yor 


NIAA Roster I! 





KENNEDY, ROBE! EDWIN M Adv. Mar. Hewitt 
ts Carbid I 0 Lexington Ave New 
‘2nd St.. Ne 

KENNEY 
nationa 
Madis 

AEYLES 
ark 

KOSS, 1 
& Macl 


LALLY, WILIAAM I 
\\ i Lew 


Lie Ww AnTHI 
Le ’ Veney 
LEMLY, JOUN A 
gineering 
New York 54 
LLOYD. RORENI ADRIAN S$ 
‘ ‘ Wa . ' 
t « 


Ww Smith 


LULta JOON ‘ ilasz 
‘ 6 M 
LUE, MERALD, American Chemical 5oc 
\\ (2nd t New Y k 1 
Anac vida ‘ I 


LUNA, EF. I 4 Mg 
‘ : New Y 


abie ¢ 
LTNAM, KENT 

Ist St New Y 

I hep M 

I ist New 


FiBL IAY M Dir 
‘ A tf ir 


New Y - 
Eich 
! pe 
MeC KUM SIDNEY | FID. RALSTON I 
Apt. w York General tI tric 
McDONOUGH, CHARLES, P 
busti Lng ering. Superhe 
? Mad 4 New ¥ s 


EDWIN, Adv. Mg 
rp 42 Madison, New York 
Me Ind. Adv. Div 
1 Hive towed we be 

ctady 
HOADS, B 
Kh les Meta 
St Long Isiand City 1 
OSENSTEIMI I 
find St New y 
ALEXANDER, Prop., Alex 
’ I I i2nd St New 
W ile 


RICHARD K \“ 
me ime ) 7 Fifth 


An MALCOLM Ff 
i : Park A‘ 
MALONI LAWREN( 
Albert Prank-Gu vy LOSS 
Cedar Mt New Y k Agenc 
DON, Me OTH, W. I Babeock & 
00 Madis Ave Liberty York ¢ 
MEULENDYVKI SAMUEI OTHSCHILD, DAVID FI 
Marschaik & Pratt, I i FE Rothschild Advertising, 207 E 
w York 1 New York 
MEYSTRI FREDERI J Jr Ih ow H 
Separat ( 165 Broadwa Nev Bus ss 
Adv Dept Av New 
wrhenter, I (LPRECHT 
Pp 


MASSON 
St New 


David 
4ird St 


Owner 


International 
1 ” Madis 

MITCHEL!I EVERITT 
bustios ee sul 


IAMES 
2. itat 


2 NIAA Roster 


Bidg.. New York 17 
SYKES, GERORGE, Union Carb 
Corp se i2nd St.. New Y 
TABGEN, WALTER 
gen Advertising, 246 I 
York 10 
THOMAS, E. NELMES, S 
nercia >» ve ts | rp 
New York ! 
THOMSON, GILBERT 
't i 


worth ¢ t 


Owner 


TOBEY, GEORGE. B 
Gibbs Sewing Mact 
St New Yor 

TOMLINSON, J. J 
A ed Chen : 

St New Y k 

rOWNE ROBERT D 
Towne Advertising 
York 16 

TOWNE, 
Advertising 

TURNER, MICHAPL J 
60 E. 42nd St.. New Y 

TYLER, PARKER BK 
vertising Agency 
York 17 

TYSON, IRWIN WOOD Asat 
0. S. Tyson & Co ne 230 
New York 1 

rySON, OS¢ 
r . , 


In 230 


WILLIS I Pre 
rt 


40th 


“o 

New Y 

Van ALSTYNI ‘ ‘ Maer 
duction Sales dA t2nd 

7 

Var L\ASDALI ‘ Acct. Mg 
Hopper ¢ 12 E. 4ist St., New 

Van DIVER, VERNON HH. S \ 
Carlyle, Ine w W. 42nd St 
18. 

Van HASTE GARRY 
Handy & Harman 
York 7 


‘4 Diver & 
New York 
J Asst. Adv. Mg 

82 Fulton St New 


Van SYCKEL, | I Adv 
Harman, 82 Fulton St 
WALSH, CHARLES I 
Mather Lupton ¢ 
New York 17 
WARE, ROBERT I Pugli« f ons Dept 
Western Electric Im ) Broadway 
New York 7 
WATSON, THOMAS J., Pres., International 
Hh Pp at 0 
Madison v k 22 
WATSON, WAYNI Asst. Adv. Mar 
nati sl Business Machine I 
0 Madison Ave New 
WEAVER, LEON H \ 
Westfield, N. J 


Me landy A 
New York 


siness 


WENSLEY 
‘ oo F 
WEST, JOHN M 
Fost 
New Y kf 
WESTON. RK. B ' 
Cort ic Lexi Ave 


WHEELER ROBERT ANDREW 
i Nic S Int 


t s Dept 
Nickel ¢ I 
WHITNEY, FI 
a) s Pfiz 
Av itr kiyr 
WILFY BLAINI 
Indust Ad 
Broadway, New 


WILEY, JOHN I 
A A 


¢ Ww St New Y 


© Flushing 


WARD WILLIAM, Adv. Mar 
& In f 


New Y k 1 
WILKINSON, HENI 
t ( \\ 


WILLTAMSON, Dot 
it rf 11M 


WILT, HAROLD A 
{ ; ? 
WITTNI 

a Ay 
Woop 

t 


YORKS 


Associate Members 


AHRENS Fast : Foundry 
f ‘2nd S “ 1 

ALBIN, CHARLES 
Ou 9 ¢ g , 
WW Oth St ‘\ 

ALCORN, T I Hey McGraw 
( I i2nd St.. New 


Mgr.. Home 


11% 


H I 


P 
York 18 
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ANDERSON, LESLIE G Viee Pres Quick CRANE JOSEPH 5S Vice-Pres a Se HAGSTROM. A. ¢ Pres Nagst: m Co., Ine. 
Frozen Foods, 82 Wall St.. New York 5 Simmons-Boardman Pub Corp.. 30 20 Vesey St. New York 
ANDERSON ORVILLI Publisher Tell, Church Street, New York 7 HAIRE, THOMAS B.. Vice-Pres. Haire Pub 
07 Fifth Av New York 1 CRELLEY WILLIAM D Mg Custom Co., 1170 Broadway, New York 1 
ANGELI i oe Jr, Easter Mgr Con Contr. Dept.. Sweet's Catalog Service, 119 HUR H.. Thomas Pub. C« 461 
ver-Mast Pub. ( 205 I i2nd St.. New W. 40th St. New York a sti ANT New Y ~- 7 _ 
York 1 CRIPPEN HUSTON D. EB. Mer Gin tte man, : : 
‘ os HARING, WILLARD J., Sales Mgr. Power 
- CHINCLOSS, W. %., Pres., Schnell Pub ub. ¢ 155 E. 44th St.. New Yo 17 and Operating Engineer, 330 West ‘42nd 
I 9 John St. New York ( ane ANDREW J. Newsweek A W“ St.. New Y | 18 
: f2nd St., New York 13 HARTMAN, JOHN W. Adv. Rep. Sales 
ON eer ne. eenay Seen Management, 386-4th Ave., New York 16 
S aa om DARROW, HALSEY, Eastern Adv. Mar . SERT. Ir. McGraw-Hill Pub 
BARRY LEWIS H., Lewis Barry Displays Industrial Marketing, 11 E. 47th St, New ws toe eo oe 
11 hitects Bidg.. New Y i York 1 - ~ 
— . - HEATON, H. THAYER, Tool & Die Journal 
BAUR CHARLES S. 69-11 ¥ DAVIS, ADIN r. Dir. Controlled 415 Lexington Ave.. New York 1 
Hivd Apt. B 51, Forest Hills, N Circulation u ne 12 Loningte HEFFERNAN PT. Ss R Put 
. » “a » r Pub 
BEAKD, JOHN, Easter Adv. Mar Arch Ave, New ¥ 1250 Sixth Ave 4 7 
tectural Forur 0 Fifth Ave New DAVIS, BR. W Sales Mar Mining Publica “as 
York 1 tions. 330 W. 42nd St.. New York 18 maori JACK R., Prom. Mar Iron Age 
i 0 : 2m Street 
BEARD, WILLIAM K Associated Bus DICKSON. DONALD W., Dist. Sales Mgr ae * 100 EB 43nd Sts aie 
n blications, Ir 205 1 42nd St Reinhold Pub. Corp. 330 42nd. St.. New HILTY. HI MeGrew-Hill Pub. ( _ 
New York York 18 ceGra ub o., 
V 2nd S ) S 
BECKER, A. D., Jr.. D. Mgr. McGraw-Hill DOWNES, CHARLES, Assoc, Ed., Advertis N. 42nd St.. New York 1 
Pub. Company, 330 W. 42nd St.. New ing Publications, Inc., 11 E. 47th St., New HOFFMAN, HERMAN E., Pres., Hoffman 
York 18 York 1 Displays, 17 John St... New York 7 
BENTLEY, LAWRENCE, Salesman, Thomas DUBLE, JOHN R. Pit & Quarry, 101 Park HOOK, GEORGE T., Publisher, iron Age. 
Pub. ¢ ‘01 Eighth Ave New York Avenue, Rm. 1235, New York 17 100 EB. 42nd St., New York 17 
BI ~ WALTER L., Reinhold Pub rp DUGHI, A. J., Jr., Adv. Sale > a Dun's HOOPES, DAVID BARCLAY, Sales Rep 
“4 Mth St. Jackson Heights ™ Review, 290 Broadway, New York 8 eng he Corp., 330 W. 42nd St. 
NY DUNSBY, WALTER E.,  Vice-Pres.. Sales ow ve 
BIG non NELSON I Put Rep.. Gulf Management Fourth Ave. New HOUGHTON ALFRED J Eastern . Rep 
P 2.0 Park Ave. New York 17 York 1¢ Case-Shepperd-Mann Pub. Corp.. 24 W 


4et St.. Ne Yo s 
BIP > \RT, HERBERT, Time, Inc., 9 Rocke DUYSTERS, RALPH |} Adv. Mgr. Mining ~ = og > 
fe ‘laza, New York 26 Congress Journal, Room 1416, 19 W. 44th HUBBARD, PHILIP H.. Pres. Reinhold 
an oon agg 4g St. New York 18 ub Corp., 330 W. 42nd St. New Vork 
Pub 310 W. 42nd St.. New York 18 UPRER, LAUSING Adv. Mar., Chemi 
BOCER ROVERT |} McGraw-Hill Pul cal Engineering -rogress 120 trd IRISH = I ee) A "a oe a 
ctet ' . af « er ’ I € 
‘ Inc., 330 W. 42nd St.. New York 18 St.. New York 1 ter tak i. F cas Ne 
BOKELAND, CHET, Nationaal! Advertising 
Sales Mar ! S. News & World Report 
© Rockefeller Plaza, New York 20 Ganisatios 


ASTMAN, ROY O., Eastman Research Or 
22 | ioth St.. New York 1¢ JERVIS NORMAN Catalog Consultant 


Poy leftrol Sweet's Catalog, }t W. Dodge Corp 119 
BOND, NELSON Vice. Pr: ’ ICHLER, GEORGE H I s Petroleum 
Adv. MeG _ i ’ Pub. Gr ‘ ng ; ; Equip. Pub. ¢ Inc., 114 Liberty St W. 40th St, New York 18 
W. 42nd St.. New York 18 New York 6 JOHNSON, GEORGE H., Sales Prom. Mar. 


Simmons-Boardman Pub Corp 10 
BOOKBINDER,. PHILIP R - LLIS, CLAYTON Ff Adv. & Prom. Mgr : 
traphic Service Co > 20 a » ML Illuminating Engi nerring Society 1 Chureh St. New York 
New York 18 a Madison Ave New York 10 JOUNSTON, ROBERT H. Mar Industrial 
— ’ Supplement American Exporter 386 
BOYER. EDWARD D., Jr... Dist. Me _ LLY, WALTER ¢ Pres., Walter C. Elly 
gressive Archite a o fw a 4 2 In 0 EB. 45th St, New York 17 Fourth Ave.. New York 16 
New York 1 ‘j NDICOTT, C. G., Adv. Mar. Ahrens Pub JONES, RICHARD N., Associate Adv. Dir 
BRI ITE NBAC wr JOHN A. Adv. M Rak 71 Vanderbilt Ave.. New York 17 ~ h . tural Forum, 30 Fifth Ave., New 
ers We W. 45th St. New York 19 WALD, F. A. N. ¥. Adv. Mgr, Modern ie “ee a 2 i oan oe aad 
IR . , Industry i Madise Ave New York A vis er craw 
unITTOS HUGH, Dist at | wt Hill Pub. Co. Inc, 330 W. 42nd St, New 


pub. Ce Inc 0 W. 42nd St. New 1 York 18 


ea? M. HENKY D Edward St 

BUCHANAN Adv. Div. M & < 120 Lexingt : Awe Ne 
Graw-H Pub mi 42nd St ak © _ KANE, CHARLES E., Sales Magr., Scientific 
York 18 ss American, 24 W. 40th St. New York 18 


AY ARCHIE Mz Nationa " 
BURNS, FRANK H., Vice-Pres., Di d \ KAPPES, CARL HENRY, Jr., Vice-Pres 
* Pp res r f Adv Provess§ ( I Varick St New Yachting Pub. Corp bo, 1 ‘2nd St 
York 1 


New 


ib. Relations, Forbes Magazir 120 Y 1 
Fifth Ave. New York 11 EESTI “ : ef New 
7 Ss K | Chairmar ‘ ace 
( 103 P c., N 
"Conirecters DONALD V ; Me eee eee oe ? S| ao KAUFMAN HERBERT, 103 Park Av “ 
rth . I e¢ J Street, New York 4 ' 
» Ave., New York EIKER. WILLIAM ( sae KAULL. KEN. View Pres. Putman Pub 
BUTTENHEIM. EDGAR M t week, 152 W. 42nd St, N a ‘ 69 Lexington Ave., New York 17 
k nag ee we LETCHER . KNISELY, STANLEY A., Spencertown, N. ¥ 
Y A 16. v ' ; facturing ' KOPFMANN, R. Rt., Mer., Research & Prom 
Rt XMAN WILLIAM M New York 20 Simmons. Boardman Corp 0 Church Mt 
World, 330 W. 42nd St. New ; FOERSTER, LOl New York 
F 120 Liberty St.. New KI BERNHARD J., Philme Typo 
LAIRD, ROBERT N as , FORD, PRENTICE ¢ fraphers Ine is W ath S aa 
11 ton ve : Sel Put ‘ 
CAT big ' -n H New York 1 . KRESS an 1ius ¢ Pres McGraw Phil 
I "Sales Manegen : ane FOUNTAIN, A. I Dist ein ips, I 18 W. 39th St.. New York 18 
York 1 : ' Pub. Cory 0 W. 42nd St r <RIMSIER, Gus, Printers’ Ink, 205 BE. 42nd 
i . 18 St. New York 17 
a St. ms FOWLF, EDWIN D., Publishe KRUSPAK, EDWARD J., Adv. Mgr., Aut 
FRAN World o WwW i2nd St New motive Neu 1 fF i2nd St New York 
‘ x . 
I , : REDERICK ROBERT G., Dist ! 
Graw Pub. ( Inc 2n KUHNS, WILLIAM R, Edit Banking 
St.. New York 18 12 I 6th St.. New York 1 


REDERICKS WALTI 
Cas verd-Mann Pub LAAVY, FRANK H., American School Pub 


ARROLI Sst New Y 18 ishing Corp. 470 Fourth Ave New 
} York 1 


J 20 St 
G. W Dist t LaMANTIA, SALVATORE N. 2 Williams 
Purel Directory, 3 t St.. } St.. New York 5 
rk 1 
He ' LANGDON, PH Finishing Publications 
is Ww. ino — HBSON, = WILLIAM ise Shepperd Inc., 11 W. 42nd St., New York 
” ul ( ) i0th St ‘ , Pre ¢ 
CLARK, CHARLES B., Easter A K I a BUROL eS A vi pg Oe > 1 
Traffie World, 122 E. 42nd St., New : , eetera Ads : York - , 
( Mi s ( res 
— pl * a i "7 — a . LANGHAM, HENRY 1 Asst. Mer. Me 
-~ . Gra\.-Hiil Catalog Servic 0 W. 42nd 
CLEWORTH (, WILLIAM Publi ; ; ‘ : Ivel St. New York 18 
stics World, Cleworth Pub. ¢ , $51 r ' ‘ t Avenue, Coron LARSON. ¢ 4. 254 W 
1 


CHEVALIEI WILLARD, M 
‘ I ; W. 42nd St 1 y 


Fifth Ave New Y k 1 
COFFEY, EDWARD F., McGraw-Hill Pub GUMAER, A. P., Vice-Pres.. Tertile Age 
ri 0 W. 42nd St.. New York 18 81 Fourth Ave. New York 16 a E. 5. I ze abel 
COLI ALAN S.. Ger Mar Modern Pack GUTTERMAN HARRY Pres Printcraft 2 
LASK R ‘ 
ne aS oe Plastics, 122 E. 42nd St Press, Inc, 229 W. 28th St. New York 1 ~~ FRI ‘> --— Ee , i. home, be 
a HAAS, LEE, Eastern Mgr. Industria! 9th St, New York 18 


: ) Put 
CORNELI som ( Publisher, Paper ‘ 19-25 W 232 
, 4th St im 2 f ae - 
a ae ph =. Ce m. 412, New York Lee +, TOMAS I Tide, 232 Madison 
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WOODS 
kngt 2 Van Ave 
1 


SAWHII 
( 1 ? . va 


YOUNG. J. WILSON, Compressed Air Mag 
e ft M2 Morris ™t Ph psburg 

j 

twit 

Vv 


7. PHILADELPHIA CHAPTER 


VAN EPonG! 
{ Pub. ¢ i ? t . Active Members 


ALDERSON, WRO!T Mark 
Alderson & Sess! 
rt leiphi 
EORGI rchit ALDRIDGE 
fh t AV N Assun 
SIMONSON Mg Simmons hia 
! i ‘ Church Street ARNDT, ROBERT N 
- New Y Jot Fa 
ATCHIEM ; ‘ MITH MOKSI ry th Phila. Tr 
Pub. ¢ ‘61 Hight BALI re . ciphia Gea 
SOHL, FRANK Ff Pres ‘ Works, Erte “= Philadelphia 
i St. New York ‘ 
PACKMAN, WHEELEI j NALLAGH, THOMAS ¢ ‘ sgh Thra 
, J yw t Fifth & Chestnut Sts 


BARNARD, GEORGE B 
TIN ¢ I lesearc wt 1400 S P Square 


1s 
PUR, J 
HENKY WILLIAN ) + Pul I 2x ’ BEAUMONT. DONALD 1 
j y 4 \ b Heller & Sperl 
ANTHONY STAPHLI ALFRED ‘ Sts.. Reading, Pa 
‘ ; . 
19th St. N agemens 2 F ‘ BELDEN, HARRY J., Bel 
- . Pa, 1400 Widener Bidg 
ANGARONE, JAMES BENHAM, ROBERT \ 
. sa™M vertising Agency 
VILLIAM " New York Philadelphia 2 
a rANLEY M., Bh BEREZOWSKI, MICHATI 
E. 4 " ng Agency 7 Ss 
rURM, HERMAN ¢ us ‘ phia 3 
W W. 42nd S$ BUCKLEY, BARLI 
rYRHON, HAMILTON S ? Buckley Org 1420 
‘ 214 EF. 12 tN k phia 2 
STILLMAN CHARLI , n P BUNNAGAR, W 
( > Le t “ Inc 121 
adeiphia 
BYLER. i 
ne., Fr 


a in 


CAMPBELI VONRKOI!I 
Wirtz Associates 2 
adeiphia ¢ 

CLEMENT, WILLIAM 5S 
( ter ¢ p. I 
Square, Pt 

COLLOM 

il 

pt 
KENNETH 
thrup ‘ 


St 
AV 
DING! 
_ 
pt : 
DISTELHORST STt 
. . ' i7u 
it leipl 
DOLSON. J. WHITPFORI 
Hers ‘ 


wid 


z th 
FOX, MAS. MARIAN , Ha 
H. New ‘ 12st t , & | 10-12 Wood elphia 
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FOX 
1214 

FRITZ 
‘ 


WALTER A., Pres 
Locust Mt Phils 
LAURENS H 
1608 Walnut 
FROST, C. LYNN, Adv 
t Cor Tacony & 
leipt ! 

GARDNER, A. LESLEY 
bor Cory Box SU 
GARRETSON 
kd I 


Theod 


JEROME B 
I 12th SM 
GUNDER, ROBERT 
t Watch ( 


GRAY 


s, I s 


TON, MISS A 
Frankford & lx 
adelphia 23 
HAMILTON 
( 41200 
Phia 29 
HANKINS 
sdeiphia 
HARVEY 
Ww 1 


HAMII 


HENRY H 
Wiissahick 


FRANK W 


GARDNER 
gton 99 
HAUG 

& Dee 

N 
HELLER 
Heller & 
ad 


St I 


HERBINI s 
n P 


ROBE! 
Spe 
s ducts, Inc 
HOEFLICH, f ( 
Wa it Sts Bridg 
ENKINS, WILLIAM, Ow 
kins \dvertising Ag 
St Pl ndeiphia 
OHNSON ASHMVORE 
Dow gton I ’ 
lowningt Pa 
OHNSON 
Westing 
St 


SHELDON I 
is I etr 


A 


\. ELROY 
I i 


KELLEI 
KILGO Adv 
ce Mfa. ¢ 
lelp? ; 
KIRKPATRICK 
Wilken 


Pt idelpt 
KONDRAS, Pt 
Walnut St 
KORTKAMI 
( s. | 


MILI 
P 


IOUN 
Auslar 


LOVEKIN 


Corp 1 Race St 


MeCULLOUGH, JAMES §S 
Ya 4 wre 
& Haldermar 
McPARLAND. 
United States 
ngton,. N. J 
McKINNEY, HARRIS D 
ney Advertisng, 12 8 
phia 
MARSHALL, HAROLD I 
re ter & ( 
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Adv 


Hager 
DOROTHY 


M 


R 


sdeliphia 


ve 


undry C 


120} 


17th 


Adv 
& 


ris 
St 


Fe 


D 
Ph 


Ma 
leral 


Mar 
Bur 


lade! 


War 
Sts 


Camden, N J 

MARSTON, rROWBRIDGI 
Kaumagraph Company Box 
mington #9, Del 

MARTUCCI NICHOLAS | 
Pres Flexitalilic Gasket Co. 
Bailey Sts Ca fen 2, N. J 

METCALF, FRED M. Pres, F. M 
Advertising \g i adway 
Bidg Camdet \ 

MARVIN THEODORE Dir f 
cules Powde { Delaware Tr 
Wilmington 99, Del 

MATHEIS, A. 1 
mow ¢ mp 

MILLER, KR. FT 
808 Packer 

MILLER I Mgr 

whe Mig. ¢ ‘ Ave X 
derman Av Philadeiphia 15, Pa 

MILLER, S. MACK, Holley Associates, Rout: 
& & Church Road Merchantville N J 

MILLER, W. J., Industrial Dept J. Branct 
Briggs, 18 W. Cheiten Ave., Philadelphia 
4i 


haitma 
mA, Wi 


Asst. t 
Sth A 


Meteall 
Mevens 


Adv 


ust 


Bidg 


Mira. ¢ 


Yale & 
Ha 


Mia. ¢ 


ROBERT 1 Pe : 
1000 Widener Bidg Ph 

MINER DOUGLAS ¢ Adv 
Houghton ¢ 03 W. Lehigh 
adeiphia 

VOLI GEORGI Pr 
vertising Security 
Kensington & Alleghen 
phia ‘ 

MONIGLI 
Miller ¢ 


Salt 
sdeiphia 
Mar 

Ave 


MILLS 


p. George M 
Pennsy!lva » Bidga 
Aves Philacke 


Mar 
Ph 


Haas 
lace 


ERNEST ¢ 
p.. 4th & I 


Adv 
Sts 

phia 40 

MOORI 

1 -s | 

MYERS 


Adv. Age 


ROBERT G&G 
Vainut St.. Ph 
WILLARD ¢ 


“wy, 128 


NEVERGOLI 1 WAC 
Organizat 11 
phia 


PANICHELLI \ 
Cireuit Break 
Sts Philadel; 

PLUMMER, JAMES M 

‘ 1001 Ste 


RAMSDELI 
& { 


phia 
READINGE! RUSSELI 
Corp 0 S. 15th St 
REINHARDT IOUN W 
&& Schwartz. Ine t 
Philedeiphia 2 
RENNER, OTTO W 
wr Advertisers 1 
phia 
RENSCH, BR. H 
Locust St. PI 
RHOADS, J. BDGA uis & S 
5 N. Sixt t 
ROBINSON PAULI 
Dohm 1409 N 
ROONEY JOHN 
farston, I 


Mgr. Sharp & 
Philadeiphia 1 


SAURMAN, DUDLEY 
Sim is Al sive 
Sts Philadeipt 
SCHMITT 
Hercules 
Del 
SCHOENINGER JOHN x & 
kenz 1214 Locust phi 
SCHOLLER Fi Scholle 
Bros. Ime ( reland Sts 
Philade } 
SCHOPPI 
{ ‘ 


Philade 


Mac 


Jenkintow 
SEBERHAGEN 
Seberhager 
adeiphia 
SEIBERT MARK 
Grammes & Sons 
St Allentown, Pa 
SENSENDERFER, E. 8S, Ad Mer.. Bon 
I I | Works ‘ wr Pa 
Pedrick 1 
Lawrence St 


FRED HOWARD 
1601 Chestnut St 


Adv 
1416 S 


Me I 


Ime Jeffer 


we & l 


RALPH M. Jr.. Pres 


w40 


SHAW 
& Machine ¢{ 
Philadelphia 40 

SHOLL, RAYMOND A. Jr 
Ine 1420 Walnut St.. Philadelphia 2 

SICKLER, R. ¢ E. |. duPont deNemours 
& Co. In 2494 Nemours Bidg \ 
mington 9&8 


McLain-Dorville 


JOHN A, Lester Hankins & 
1605 Race Street. Philedeiphia 3 
ALLEN Cc. Jr Acct. Exce Aitkin 

», 1400 S. Penn Square, Phila 


SILVER, 
Sllwer 
SMITH 
yoett ¢ 
deiphia 2 
SMITH, ALVAH H., Adv 
‘ Kim. 1072, Public 
leiphia ¢ 
SOMMER, STUART, 
Biddle ¢ Ltt 


Wood 
Phile 


n.D 
Kids 


Mer 
Ledger 


James ( 


Adv. Mar 
ret Philadelphia 


1 SM 


HOWARI ‘ Sr Partner 
Davis Co 136 6S iv7th ™M 


SOMMERS 
Sommers 
Philadeiphia 

SPEECI B. FRENCH. French Industries 
Ine 1928 N 12th St Philadetphia 41 

SPEALING LOUIS J Vice Beau 
mnont leller & Sperling Siath & 
Walnut Sts Reading, Pa 

STOKES, DAVID I Adv. Mar., F. J. Stokes 
Machine ¢ Olney P. O.. Philadelphia 

MU 

STRANG 
Industr 
Philade 

SUAREZ 
Phitacde 
Bidg 
phia 6 

SULLIVAN, J. fF Ads Mgr 
Honeywell Regulator ‘ ir 

Wayne & Hoberts 


Pres 


8. K. I 
Erie Ave 


Adv. Mar 
ront Mt. a 


Me 
Ledger 
Philade! 


MISS FRANCES M Adv 
phia Quartz ¢ Public 
Independence Square 


Minneapolis 
wn In 
struments Div Ave 


Phil phia 44 


Taylor 


rAYLOo! GPRORGE ¢ 
lade! 


Advertising, 1218 ¢ 
phia 
rHOMPSON GPHPOKRG!I Asst 
Fayette KR. Plumb, Ine 18 
Ph elphia 


toe re ‘ 
estnut St, Ph 


Sales Mar 
James St 


jr., Pres. I Bm Un 


ULLMAN, R. G. I 1. 
101 Chestnut SM 


man Organization 


Philade!iphia 


Mer 


WASSERBLY 
Phila 


exrock 
deiphia 4 
WESSINGER, L. H 
Ire 120 N. Shippen St 
WHIT! CHARLES A 
White, Jr. & mW 
phia ¢ 
WINNING 
Adv Agency 1 
phia 2 
WIKTH 
Kynett 
lelpbia 
wir ARNO O 
Sehr m, im 
WITT, FRED 
( Ir t 


BENJAMIN J Ady 
1604 Filbert St 


Pree Foltz-Wessinger 
Lancaster ’ 
Jr Charlies A 
sinut St. Philadel 


ey 


WESLEY Hichara A Fol 
Philadel 


28 Walnut St 


Aitkin 
Phila 


Exec 
Square 


Acct 


IOUN ¢ J 
‘ 1400 S Pet 
Mar Sales 
West 
Asst. Adv 
& Market 
ROBERT 1 Adv 
( neaster Ave A 
WRIGHT Adv Me 
com h Paschal 
Vi 
VYOODARD, HARRY ¢ 
‘ 102 


Chester 
Mur Ne 
Chest 
Mar 


Imore 


Sts 


WooD 
I 


WW “ 


Philadeiphia 18 


Associate Members 


Industry, 8&1 


DAVID, Moder 
Philadelphia 


Exchange Bidg 
FRED. Schuytkill P 
Philadetphia ¢ 
EUGENE O Th 
Chestnut St 


ARNDT 
Stock 
BALCH 


th St 


pe ( iif 
mas Publishing 


BAUER 
Philadciphia 4 


( 815 


srtner, W lington Mall! 


BAYLSON, J. J. P 
Arch St., Philadeiphie 


Adv. Service, 141¢ 


Vice- Pres Me 
I7th & 


FARD, RK. I 
Graw-Hill Pub. ¢ 
Sts, Philadelphia 

BECK, NATHANIFI \ 
Publishing ¢ 69 Ave 
York 1 


Putma 
New 


s Mar 


le Lincolr 
EF. Corner 


1ith & 


GEORGE T., Sa 
Engraving ¢ N 
Sts Philadelphia 

BRYCE Jr Architectural 
nue, New York 1 

Adv. Mar. Phil 
1518 Walnut St. 


BECTON 
Phot 
Arch 
BLYNN 
® Fifth Ave 
BROADHEAD, ft ( 
phia Parchaser 
“lciphia 2 
BROOKS, ¢ 


rist 


Forum 


ARL, 64 Highland Ave 
wn, Pa 
BROWN Ss. Jr 
Week, 17th & Sansom 
CASE, RUSSELL W. Jr.. Eastern Territory 
Megr.. Chilton Co. Automotive Div., 56th 
& Chestnut Sts. Philadelphia 39 
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COOK, DWIGHT, Cent. Dis Mx Ma NACK, ARTHUR E.. Universa! “la b BECK, RK. H Adv. Mar. Pittsburgh-Des 


chinery, Rydal, Pe Lewis Tower, Phiiadecipu Moines Steel Co. Neville Isiand, Pitts- 


COYLE, FRANCIS P., Blectrical Worid, 17th OLSEN, M. A. Pub. Rep.. Modern Plastics burgh 25 
& Sansom Sts. Phildsiephia | Peulus Bivd.. New Brunswick, N. J BLUM, CARLYLE C., Allis Chalmers Mfg 
M OMAN, HOWARD W., U. S. News & World Co. Columbus & Preble Aves., Pitts 
DEILY, C. H.. It Dist Mar. M =~ + : Report, 2508 Girard Trust Bidg., Phila burgh 12 
oe Sho; 1 Mattison Ave Ames deiphia 2 BOND, GEORGE L., Jr Pres .—— . 
= Starr, In Columbia Bidg., 244 ourth 
DeKALB, RALPH W., Pres, Alfred J. Jor PHILIPS, L. LEONARD. Dir. Graphic Sta Ave., Pittsburgh 22 
dan, inc, N. B Cor. 12th & Arch Sts istics, 769 Chestnut St. Philadelphia © BRICE, RAY, Westinghouse Electric Corp 
. “iT : my ) ‘ 
Philadelphia re PER, Wayne - Metres ww Ae Co., Ist National Bank Bidg., Pittsburgh 
P he me 17th nsom iilade! ad . 
DILLER, HARVEY J Pres. Technigraphi : P BRICKER. 0. F Asst. Adv. Mar. Elliott 
1422 Chest > ndelpaia REID, THOMAS C. Whiting-Patterson ( ‘ Jeannette, Pa 
DeWINDT ADHIAN I ‘ \ep.. . 1545 Tacony St. Philadeiphia 2 BURGESS, J. A.. Gulf Oi! Corp. Gulf Bidg., 
A. mes Co 1909 Huttos . RONEY., RICHARD T., Pub. Rep., Conover Room 3812. Pittsburgh 19 
elphia 22 Mast Corp. 3 Kent Kd, Bala Cynwyd, BURKE. JOHN R.. McCarty Co. 600 Grant 
HERHARD, ERNEST, Dist. Mer, Sweet's Pa a = . St.. Pittsburgh 19 
staleg Service, 1321 Arch St. Phils an hah ” CALIHAN, WILLIAM W., Dir. of Adv. H 
12th St *hilade i 
ieiphia ste pata K. Porter Co. Inc 1932 Oliver Bidg., 
EVANS. EDWARD R., Rep., Allen, Lane & SAMTER, JOHN D.. Edw. Stern & Co., Im Pittsburgh 22 
Seott, 2300 Market St, Philadeiphia éth & Cherry Sts. Philedeiphia 6 CAMPBELL. ROY F Director of Adv. @& 
FAISON, GRORGE W.. Sr.. Simmons-Board SCHAR, WM. J., General Exhibits, 1600 S$ Sales Promotion, Joy Mfg. Co., William 
man Pul ry © Church St New Hambrey St., Polladelphia 45 Penn Hotel, Pittsburgh 19 
York SCHELLENGER, E. M., Dist. Mgr., Chemical CARLSON, PAUL H.. Babcock & Wilcox 
REED. MORRY. Sales Dir Fxhibit ¢ es sliurgical Pag... 17th & Sansom Sts Tube Co., P. O. Box 401, Beaver Falls, Pa 
$11-17 Parrish St, Philadelphia 2 Philadelphia ARPENTER, D. P.. Adv. Mgr. Hagan 
FRICKE, HERBERTSON I Sun Printis SHARP, WILLIAM L.. Vice-Pres., Graphic Corp., Hagan Bldg. Pittsburgh 30 
use Sil Stent Av m ae °s 5 ——ae 1100 Chestnut & ARR RICHARD <¢ Assistant Director 
“4 Philadelphia 4 7 Public Relations, Koppers Co., Inc., Kop 
FRIEND, HOWARD I Phi “ SHEW, W. W., Dist. Mgr, Electronics, 17th pers Bidg., Pittsburgh 
ery, Ine 6 N. Third St . & Sansom Sts., Philadelphia ASHION, JOSEPH E. Jr. Amer, Rad 
SIF. BER NELSON W RK Automotive & Standard Sanitary Corp P. O. Box 
Ir stries 4th & Chestnut Sts. Phila 1226, Pittsburgh 30 
. iciphia 59 HAMBERS, W. CRAIG, Calkins & Holden, 
‘LOPRCKNER J ' . ache SIETSEMA, RAYMOND J. Revista Indus 513 Second Ave., Pittsburgh 19 
rial-LaMaquina. 44 Revere Road, Apt 1 HAPPLE. BENNETT S., Jr., Asst. V. P., 
It S. Steel Corp. of Delaware 436-7th 
» Rep Thomas AY Pittsburgh 19 
a. St., Philadelphia HURCHILL, ELDRED, Captain, Salvation 
on . Army, 425 Boulevard of Allies, Pittsburgh 
‘» ® SsvirTH BEVIN Dist Mar Waterials A 19 
¥ He NAY Ww Wethods, 12 S 12th St Philedelphia 7 OFFMAN. WILLIAM H.. Pres.. Cabbott & 
stout St. Phi ’ SMITH, BK. G., Ind i " Coffman, Inc., Clark Bidg., Pittsburgh 22 
ROOM JONN 5 , Co., 120 Lexingt Ave ' QHEN, WILLIAM, Advertising Agency of 
6 W. Mark 2a STAUDERMAN, H ’ Duestuff Wm. Cohen, Park Bidg.. Pittsburgh 22 
iAISI 5&5 12th S Rey 1 Madis 10 OLLINS, WILLIAM H., Dir. of Adv., Dravo 
Pr ‘ STILLMUN, JOHN ft me ’ Corp., Neville Island, Pittsburgh 2 
tilimun A tv Art. Servic 2 South ONNER, DONALD A., Westinghouse Elec 
et, I fei phia tric Corp., 1216 West 58th St. Cleveland 
‘EL. MERRILI \ “ Westeott é Lo 
ns I it rch St., Phila OOPER, J. P.. Mar., Industrial Div., West 
I inghouse Air Brake Corp Wilmerding, 


PULLER, A. Y., Bast. My 
Fifth Av New 


SIERES. ERNEST ' es Bu Pa 
el Madis RAWFORD, WILLIAM H., Staff Asst., lt 
f 


Aves ft ! Pa S. Steel ¢ I wlaware, 1062 Cham 
FOWARD J. 1 Match ¢ ber f Commerce ! Pittsburgh 30 
: Ss. Pt CROYLI ROBERT G ‘ ‘rom. Dept 
, National Supply ( t idg., Pitts 
t uh 19 

ULLISON, JL A 

P fing Cort 

North Sid Pittst 


DAVIS, DANIEI Vice. Pr s Adver 
tising Agen 1! t ttsburgh 
™m 
le BERARDINIS MICHAEI Firth 
Nts g St ( i rt Demmiler 
Road., MeKeesport 

DERMODY, W I r Gulf 
Bidz ttst wl 

DEVINE, JAMES I 

Agere 


\ ‘ \ t.. Pitts “ 
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FLESSE. JAMES R., Adv. Dept., Blaw-Knox LAND, PHILIP H Westinghouse Electric POULTON, H. I 610 Pennridge Rd., Pitts- 
. Blawnox, Pa Corp., 511 Wood St., Pittsburgh 22 burgh 11 
FLYNN, E. E., Westinghouse Air Brake Co., LANDO, ROBERT N., Lando Advertising QUINN, ROBERT F., Pittsburgh Corning 
Wiimerding, Pa Agency, 910 Keenan Bidg., Pittsburgh 22 Corp., 307-4th Ave Pittsburgh 22 
FOX, PEPI < Batten-Barton-Durstine & LAURIN, RK. K. Rockwell Mfg. Co 400 RALSTON, J A. 614 Susquehanna St, 
Osburn, Inc., 3500 Grant Bidg., Pittsburgh North Lexington Ave. Pittsburgh & Johnstown, Pa 
19 LEAR, ROBERT W., Amer. Rad. & Standard REED, KR. D., Jr Vice-Pres.. MeCarty Co., 
FREEMAN, JACK, Westinghouse Electri Sanitary Corp., Bessemer HBidg., Pitts 600 Grant St. Pittsburgh 19 
Corp 1104 vt irst National Bank Bidg burga 50 REPKO, S. J., Kennametal, Inc, Latrobe, Pa 
Pittsburgh 22 LEDWITH, A. 1! Jr Un m Switch & Sig RICHARDSON, C. P., Acet. Exec, Walker a 
GEISSINGER J, Acct. Exec etchum, nal ¢ : Swissvale, Pa Downing, Oliver Bidg., Pittsburgh 22 
MacLeod & Gr Inc., Chamber of ( LEONARD, M. H., Office Mgr, Industrial RINGNESS, THEODORE R., Batten-Barton 
merce Pittsburgh 19 Relations Dept., Pittsburgh Steel Co, Bo Durnstine & Osborn, Inc., 0 Grant 
GEMM Acct. Exee., Ketchut u38, Pittsburgh 3 Bldg, Pittsburgh 19 
Leod & Grove, Inc, Chamber of Cor LeROY, RICHARD K., Tech Advertising = RITCHEY, ROBERT J., Dir, Market Devel 
merce Bidg., Pittsburgh 19% Agency 4924 Wallingford Ave itts S. Steel Corp. of Delaware 46.7th 
GEORGE, WES, Hachmeist 230 — + us Ave.. Pittsburgh 30 
Forbes St., Pittsburgh 1 Ae, SOAS co sae om, RUDOLF, DONALD R., Ketchum, MacLeod 
IBBONS, A. D, Rothman & Gibbons, May pega ow + Corp., 306 Fourth & Grove, Chamber of Commerce Bidg., 
2 ° . oe ) 4 
Bidg., Pittsburgh 22 , ® A Pittsburgh 19 
GILES, ERNEST T., Pres., Ketchum, Mac MeCLURE, VINTON, Pres., W. 5S. Hill Co SANDERSON, C. H., Mine Safety Appliance 
Leod & Grove, In Chamber f Com 1700 Arrott Bidg 401 W d St. Pitts ( 201 North Braddock Ave Pittsburgh 
merce Bidg., 411-7th Ave. Pittsburgh 19 burgh 22 8 
GLENN, CLARK, Prod. Mgr., W. Ear! Both McCULLY, PAUL R., Carnegie-Ilinois Steel SAUBREISEN, C. FRED, Sauereisen Ce 
we Advertising Agency, 600 Grant St Corp., 434 Fifth Ave Pittsburgh 30 ments Co. Sharpsburg, Pe 
Pittsburgh 19 McDONALD, HUGH E., Acct. Exee., Walker SCHERTZ, J. PAUL, Rust Engineering Co., 
CLARK W., Allegheny Ludium & Downing, Oliver Bidg., Pittsburgh 22 Clark Bidg., Pittsburgh 22 
rp., Brackenridge, Pa McHENRY, GEORGE, McHenry-Derek Ad SCHMIDT, C. N., Asst. Dir. of Adv., United 
ippers Co 7th vertising, 31 North Main St., Greensburg, States Steel Corp, 1637 Koppers Bidg., 
Pa 


GRENNAN, JOHN E 
FI Pittsburgh 19 


r, Koppers Bidg., Pittsburgh 19 
GROVE, D. CLINTON, Asst. to Exec. Vice McPHERSON, GRORGE Ff Carnegie-lIilinois SCHOYER, WILLIAM T William Schoyer 
Pres.. Blaw-Knox Co. Blawnox, Pa Stee! Corp., 434-5th Ave Pittsburgh 19 ( 304 Ross St Pittsburgh 19 
GROVE, ROBERT F Vice-Pres Ketchun MeWILLIAM, RENWICK, Sales Prom. Mgr SCHREINER, G. REED, Dir. of Ady., United 
MacLeod & ve, In Chamber of Horix Manufacturing ( Pittsburgh 4 States Steel Corp. Koppers Bidg., Pitts 
Commerce Bldg 7th Ave., Pittsburgt MacLAREN, ANSON A., Westinghouse Ele: burgh 30 
tric Corp 11 W d St Pittsburgh 22 SCHWEDLER. R. I Gulf Oil Corp. P. O 
OHN r, Lee S MacPHILLIMY, WILLIAM E., Gulf Oi! x 1166, Pittsburgh 30 
Smith & Son Mfg. ¢ . Ave Corp.. Gulf Bidg., Pittsburgh 19 SHAFER, RR. T Westinghouse Air Brake 
Pittsburgh 8 MAHON, FRANK B, Duquesne Light ¢ Co., Wilmerding, Pa 
HARTNER, GEORGE W Adv. Mgr Na 135 Sixth Ave Pittsburgh 19 SHALLER, DAVID D Burret! Technical 
tional Electric Products Corp., Chamber MALONEY JAMES J Adv Prod. Mar Supply Co., 1942 Fifth Ave., Pittsburgh 17 
f Commers Pittsburgh 22 Aluminum ( of America, 801 Gulf Bidg SHARP, JAY M., Aluminum Co. of America, 
HAVERTY RAYMOND P I ted States Pittsburgh 19 801 Gulf Bidg., Pittsburgh 19 
Ste Corp. of Delawar i36)6Seventh MALOY. BOB, Insul-Mastic Corp. of Amer SHARP, NORMAN E.. Hubbard & Co., 6501 
AN *ittsburgh ca, 1144 Oliver Bidg., Pittsburgh 22 Butler St.. Pittsburgh 
HEINECKI ALLEN | ce- Pre MAPES, LLOYD A. Walker & Downing SHAW, WALTER M., Adv. Mar., Kieck-Me 
H : 1700 Arrott Bidg., 4 Oliver Bidg., Pittsburgh 22 lunkin Dairy ¢ 1345 Forbes St., Pitts 
: re MESTA, E. D., Adv. Mgr.. Mesta Machine u 
HELLING, HENRY iv. Mgr ‘ P. O. Box 1466, Pittsburgh 30 SHEA, LESTER, Prod. Mgr. Walker & 
Mathews (¢ veyor i City, Pa METCALFI “us age. Me West Pen: Downing, 526 Oliver Bidg., Pittsburgh 22 


HARRISON 


ah 19 


HEPPENSTALI SAM ; Pittsburg! Power ( ~muw i St Rox 1756 Pitts SICKLES, WALTER I Watker & Downing, 
Cart 801 t Pitts . 


burgh 0 Oliver Bidg., Pittsburgh 

oe MILLER, ROBERT f., Harbison-Walker Re SMITH, LAWRENCE HOWARD. Gulf Oil 
HETRICK, GEORGI ! ing fractories ( Farmers Bank Bidg., Pitts Corp., 37th Floor, Gulf Bidg., Pittsburgh 

Road, Pittsburgh 1 ret 

I ! burgh SMITH, LAWRENCE HUBERT, Gulf O10 
HILBORN, Cc. I f ’ \ MONTAGUE, W. I Ki 2 r ‘ r. Gulf Bidga, Pittsburgh 

01 Woo t itts 2 

‘ o1 is 23 MORGAN, L. R., Synt . ; SOOD, EARL W Asst. Aciv. Mar Pitts 
HOFFMAN, HAROLD : it Pa burgh Plate Glass ¢ Paint Div., 632 

s ‘ ' Carne ttst MORGAN. ROBERT A ’ Duquesne Way, Pittsburgh 22 

Corp we F rth , SOWASH, GRORGI Adv Mar bs 

Wiegand ¢ 7500 Thomas Bivd Pitts 
burgh & 


, 


tric iw 
3005S, EMIL, Vice-Pr ehun MORLEY, C. M., Acet 
> eee og & ‘ Leod & Grove, Inc 
Bidz. Pittsburgh 19 SPEICHER, FRANKLIN, J 
é 


MOSSMAN, BR. D I «han 
Pittsburgh 19 
SPHAR, W. BR 
Glass . I don ar 
Glass 632 SPOHN. ARTHUR 
h 22 tfulf DBidg Pittsburgh 30 
1ARD A STEWART JAMES A Pres 
( . Stew t { P. O. Box 17. Ca aie 


, 


MUELLEI Rnict 
test Manufact 
Pittsb ! SWEENY, JOHN I Acct. Exec., Walker & 

MUMMA. ROYR.U S. Ste . Downing, Oliver Bidg., Pittsburgh 22 
f Commer ’ t gh SWENSSON, STUART J., See’y., Amer. Hot 

MY! : : ‘ rhe ‘ Dip Galwanizers Assn Ine 1611 First 
; ~aar N 
I 


nal Bank Hidg Pittsburgh 
LIFELD, ALBERT 
‘ f ' 1 {gr Copperweld 
rEMPLETON ( 
egheny Ludlu 
Bidg Pitts! ] 
1OMPSON, Wer ‘ j Chand 
‘ 1 Terminal Way, Pittsburgh 
SHLE! MARK J 
i sa St tte 
ROPPMAN, WJ 
‘ I t Ave 


Rarton-Durn 
Grant Bidg 


thwel 


| eA Pitts! 
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KELLY, JAMES D. ¢ Racine 
Art Studi Lebanon, Pittsburgh 1 
burgh 1 KINNEAR 4 J. Central Oh 
DONNELLY EDWARD 1 ’ Locust St Pittsburgh 
aving, Ime anufactu f KLINE. HOMER B., Eddy P 
ay Pittsbur Kensington Ss Pittsburg! 

Manufa . KNEPPER, C. L., Repul 
“ I al } Forbes St Pittsburgh 
KOBRNER. WILLIAM H. D 
M t 


wood 


rnd t YONCH, HARK 
‘ wissv i " 
WILCOX, ROBERT J 


(a « 


WIiLibimM 


KKEIN WARKKEN 
In | I t 


KAREMI P 


\ LORGI 
WwYAY ’ , ) ' I 

‘ wissvVa . 2 ' VERNON 

: Line 6 P 

SAN, Be ; LINTON, MORRIS ex 
: . r Pe Ave Pittsburgh 
LIPPOLD. CHARLES R 
trical Wor Hanna B 
LOZLER RAYMOND 
Ime s Fult Ss. P 
LUCAS, D. H., D. H. I 
jum Trees Bidg tt 


! - 


McAFEE, W 
Box 14 
McBRIDI 
South buc 
McDONALD. J 
1 »- bes St 
McHUGH, WILLIAM 
( ty 6 ifth Av 
MeQLILLAN, W. I Pitt Stud 
low Bivd Pittst eh 1 
MceSWEENY Midu 
Agent, 450 1 " 
MALONEY 
*hot I 


MAI 


WAI 
I 


MARTIN 
AN 
WAI 


N 
P 


VMol ISON 
x 
MUROS 
SI 
MUSGRAVI 
Pitts! 


MUSIATI 
( 


WILLARD, I 
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Dispiays Steuben . irgh 2¢ BALER BILI 
RODGERS CHARLES » Kimis® ick 
Bindery 422 First : ’ ' BAYER, K 
" nch & 
RUSSELL, BR. Russe St. Louis & 
nn Ave Pittsburg BLANK H i GFbonGt 
ROSENBERGER, EDW. W be vertising « 120 Sh 
Print & Lit a 1 ‘ BOENEKER, FREDERICK 
( 2 St. I ; Ave 
HOLAN HARLES W., ¢ 
\dv., 4903 Delmar, St 
SCHLERETH at ay — 
burg OX, RAY W., Ads 
iMIDI Ht , t 230 Brown Av 
Studios t DANNENMAIEI 
SCHMIDT, Jt y ® Pr Me 
Kensingt t B y Plymouth Av 


. DAVIS, J. KR. Ge 


g & hograpt 
Pittst hl 
SARNAKL, LI 


2 Oliver 


l 


SCHWEINBERG, L. P., 110 Parks Pe se, St 
stted , 
. al «ee BOLT DON 
SCOLTOCK, G. H. J l b 236 Clayt 
1 ar s Bunk 
HARKY I 
be Bid 


I 


moro DOBRUNZ, I 
SEIDE! Seale, “d 
P \ 
Pittsburgh 2 
SHANNON 1M itt rPEY, HARRY J Ln 
Elect ype ( . ; Clayton Av St. I 
Pittsburg FRENCH, OAKLEIGH R., Pt 
SHOOK. C. LAWSON . entin & Associates, 4 
200 Magee Bidg s 
SHUTE, HARRY B tha GARDNER, BR 
30 Nortt ‘a Mousant he 
ALPERT H " St, St. Louis 
& M ‘ . t GILBERT JOHN 
Mer. Curtis Mfe 
St. Louis 2 
. HALI NOBLI Sur 
“ ttsbu 0) Mancheste 
SMOOT mee {ARPER, ROBERT 
Advert é ee Bid , Works ¢ 1401 
. Pittsbe 22 HOFFPSTEN, CARI 
SNEI BYRON, P b. Loppers Dept., Wagner I 
Bidg., Pittsburgt h Ave. St. I 


14 


SPACKMAN, J al HORWITZ, ROLLO 

Bidg.. Pittsburgh 2 1068 | Brow 
HOUSTON u Adv 
( 210 N. A St 
HUMBURG, CHRISTY 
i > Ads tis re I 
I s 1 


ER S., Adv. Mar 


VES, OLIN 
trie ¢ 18 r st st 


LPRHA PRANK G 


ARNEY, JAMES 


KOHLEI 
I ‘ s 
oOMN 


HOWARD A 

ys. Ss i 

VAKSDEN WILLIAM 
Ine in M ‘ 

VVERS \W LEN 

ry 69a 1 at I 

NEHEI INTHONY 


Kida. S 
POLLARD, BRAXTON, Ads 

9. ST. LOUIS CHAPTER Mot Ricneante ‘Chew 

, ; RAVENSCROFT 

Active Members I : 
ROBINSON, ED. O 

BRATZ. EARL ¢ ; bis sony eB, 

‘ ‘ ; ‘ 4 
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ROSEMANN. HERBERT Mar Progressive 
Electrotype Co., 127 S. 11th St., St. Louls 2 


SANGSTER, GPORGE I Sangamo Electric 
‘ Springfield, Lil 

SCHULENBURG I A Vice- Pres 
Gardner Advertising ¢ 91 Olive St 
St. Louts 1 

SIMMONS, PAUI t Sales, Simmons 
Sisler . ine 1127 Forest Park Bivd 
St. Louis 8 

SKINNER, JAMES W Cupples-Hesse Corp 
‘1 N. Kingshighway. Mt. Louls 15 

STEPHENSON, KR. I Hussman Hefrigerator 

401 N. Leffingwell Ave st. I 


rAPSCOTT ‘ gr McQuay 
N s Mig lar St. Louis 
10 

rHOMAS, H 

Mia. ¢ 7 
rHORUP, CARL I 

t( 1215 Clayt 

row JOSEPHUS M 

Warne Schulenburg 

141 North & Soutl 


VILLIAMS, JOSEPH H., Adv. Mgr, Sangam 
Flectr ( Box ), Spe aficid 


Associate Members 


BRAY 
sot 
BRITT 
7 
hing 
CARRUTHERS 
Ollv t 
COOK, C. W., Reprotype 
St., St. Leuis 1 
DONNELI WILLIAM 
Pub. ¢ oo ¢ 
I s 8 
DUGAN BIKRK A Dis 
Blue Rook 0 Belt Ave 
PCHELI HUBERT 
rypographers, 920 W 
I s 1 
GOERS, LESLIE J 
‘ N. 19th St.. St 
PREEMAN TOM W 
ing 1610 Locust 
FURRY, SCHELL I \ 
l'ypesetting Corp., 914 P 


COPRSSLING , H Sim 
I 127 1 est Park Biwd 
HANYON D Whitak 
Ii 122 Pine SM 

HEITKAMP, I I Paran 

( Ire 914 Pine St St 
HYATT JOHN I 
American Exp 
Chen al Hiedg 
OHNSON, ROBERT 
I Printers 1 


KENNEY DAVID 
‘ 110 ntin 
LEHLEITNE! 

sl Lett 


* Sales Me 
Fighth St Mt 
I i 
MENKI 
ot 
VENKI 


SCHAPFER JOUN 

20 N. Michiga 

SCHULZ, Wm. I 
Inc., 4127 For 

SEARS GPOnGI ch Me Me 
Graw-Hill Pub e St St 
Louis § 

SPRAGUT B. D., Owner, Sprague Studi 
1800 Olive Street, St. Louis 3 
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WAKT 
rds 


RALPH A 
at N 


VAHLI Hl 
‘lark Av¥ 


WATKIN 


M 


10. YOUNGSTOWN 
CHAPTER 


“ 


Active Members 


BUCHSHAUM, J 

St lard Tranef 
CALLAHAN PAUI 

1 “ tee { 

tow ' 
DAWSON, DONALD W 

ca \“\ ! a& Mig ‘ 
EVANS. CHARLES f rod 
i 5 1 ht Wieck Av 


FLAD, WILLIAM § Acct. I 
r? os, Ime 24 Wick Ave ast 


HANDLI 
Nears r Ady tising, I Trinity om 
Kidg W. Front St... Youngstowr 

HiLtTzti DONALD ¥ Adv. Me Heltz 
t rt & Iron ¢ Wart Oh! 

WVERRITI 

\ ‘ 


HENKY 
HUGHES, JAMES VW & 
ib bee DD 


HN 
' 


Lit 
Mark 
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MISS MARGARET FI Prod. Mar 


MOELLER, PLDWARD, Youngstown Printing 
‘ Wick Av Youngstown 


REINHARDT 
Are Engraving, Vindicator Bidg 


KENNETH O Youngstown 
Youngs 


11. NEW JERSEY CHAPTER 


ke “Ow Jersey 


Active Members 
ALLIS BAYARD James 
Thomas Cl TK St.. New 
York 
AMI Bt Adv. Mar 
f its verside Av ‘ 
ANGEVINE, EMERY W Asst. Sales Prom 
Me ‘ ‘ able Cort 420 Lexingteor 
AV New York 1! 


Mass & Waldstein 
Newark 


BAILEY KENNETH W 


ys A i 2 


AMMAN ' 
Fad / Newa 
BENNETT pywr rage Bat 
Div ha Inc West 


GEORGE, Mgr. Pub. Rel per 
dry Ce Hillside N. J 


e-Pres United States 
Ine 1415 Park Avenue 
N. J 
ELON BR Adv. Mar 
rry St.. Newark 
MISS ELIZABETH, Asst. Adv. Mar 
Tele acli Corp 100 Kings 
i, ¢ ft N.J 


Rubberset 


Mz Wire 


tubber ( 


LAND, RICHARD B Adv 
& Cal Div United States 
1230 6th Ave.. New York 20 
ARPENTEI GILBERT Ss 
{ Cather I oF 

y . 

ARKOLI HARRY M 

Kea as Div ve 

Harrison, N. J 
HARLOP, ELLIOTT 

I Hh ty 

N 

COAKLEY, JOUN, ¢ 
New 


Sales & Services, Seal-O-Matic Machine 
Mia. ‘ in S. Main & Chestnut St 
South Hackensack, N. J 
KLOTH, H. W Adv. Mg Diehl Mfg. ¢ 
wierne Plant Somerville N d 
SIDNEY Pres Sidney Koretz 
& ( Im 1 Ww lar S Newark 
RUSSELL D Adv. Mg Magnus 
lf P. O. Box A, trarw d 


KORETZ 
ARE 


n. J 


LEWIs,. MILTON I re Lewis Advertis 
ing Agency, 1 : St.. Newark 
LINCK, BALCE I ‘ 1 ig 
Stop Nut Cory 
mil Koad, ( 
LINDHOLM, CLIFFORI 
‘ Feistrom ¢ rt 
LINDLEY I J ite Nickel ¢ 
t i St. New Y 
LIPpPiT, JULES, P Lippit Adver 
tising, In 1 St.. New York 
LOOMIS, A. W Asst. Adv. Mg 
Rand ¢ Phillipsburg, N. J 


Ingersoll 


MACZKO JOUN Ff Wehner Advertising 
Service, 800 Broad St.. Newark 2 

MAGINOT, E. J.. Mer. Adv. & Sales Prom., 
National Union HKadice Corp 50 Scot 
land Kd J 

MANY 
Cornell-Dublier Corp 
South Plainfield, N. J 

MARCH, ROBERT P., Adv. Mar 
ton Pump & Machinery Corp 
ngton Ave., Harrison, N 

MARTIN, GEORGE HOMER, Pres George 
Homer Martin, Associates, 24 Commerce 
St.. Newark 2 

MAYER, W. BARRETT, Sales Mar Stone 
Mfg. Co., 7 I 2nd Street, New York 17 

MEHRHO!I KENNETH <¢ Mer. Pub. & 
Adv.. Wright Acronautical Corp.. Wood 
Ridge, N. J 

MELBOY, WILLIAM A., Adv. Mar Thomas 
A. Edison, Ine ‘vrimary Battery Div 
Keimont Ave., Bloomfield J 

MERCKEADY HERB Pres Mercready 
Handy & Van Denburgh, 243 Broadway 
Newark 4 

MEYNALL, GERALD 
Cale Chemical Di 
mid Cx Bound Brook 

MILLER, G. t Adv. Mgr., Mariow Pumps 
tox 566, Ridgewood, N. J 

MILLER, HARRY, Adv. Mgr., Magnus Chem 

P. 0. Box A., Garw iN. J 


Orange 
WILLIAM G Sales Prom. Mar., 
Hamilton Biv'd 


Worthing 
401 Worth 


B.. Asst. to Adv. Mgr 
v American Cyana 
N.J 


NAJIMIAN, HRAND, Mkt. I 
& « M 


Street 


Rand Rebell 
wn, N. J 


NERONI ALBERT Adv Mar Jobr A 
R na’s Sons 640 «6S Broad St 
Trent . 
NEWSTEDER 
4 Ww Lew 
Bids Newark 
NICOLL, MISS KATHARINE 
Pron Mg Ame fas Acct 
( 027 Newark Av Elizabeth 


ID 


) 
1yro 


LEONARI 
( R 


PIKE, MIS 
PO R 

PINKERTON, I 
‘ uld ‘ 

rACOT 


Ibiv 


SANDS HOWARD If 
I h ¢ 69 Wasl 
GRORGI 


SHERWIN 
Ha«<f i 

SHIVELI 
I 


SIMONSON 
\dvertis 
N 
LOANE 
A. Fd 
SWITH. CRUWP 
Telept « 
Rd.. Cliften 
JOHN 
indu ( 


SMITH 


SPILSUURY, RAYMOND &« 
cher-Whee Div 


TAYLOK, MISS EMILY A 
Adv. Dept P ‘ mic 
. ‘\ j 

TILLEY, FRANK 
Packing ¢ 12 
New York 

TURNER, DOUGLAS 


Center St.. Garw 


INDUSTRIAL MARKETING, April, 1950 





Advertis 
Newark 2 


WEHNER, KARL, Pres.. Wehr 
ing Service, 800 Broad St 
WHITE, JAMES J., Fiske Brothers Refining 

( 129 Lockw d Street. Newark 


YOUNG, TRUMAN, Adv. Mgr., Pyrene Mfg 


10 Empire S$ ewark 


Associate Members 


ALPERT, SAMUEI Lasky 

beth St.. Newark 5& 
BARNHARD, SHERWOOD 

220 Elizabeth Ave., Newar 
BARRY » 8 eas Kenr 

97 Market St.. Newark 
BEDELL, E. H.. N. J. Dist. Me 
ngtineering w Ww i2nd St 
' 1m 


BEISCH, LOUIS W Sec’y Bake Pr 
»., 69 Clinton St.. Newark 
BRAGG, E. H., Dist. Mar., Sutt Pul 
60 East 42nd Street. New York 
BRAGLI FRANCIS K Sales Mar 
G. Highton 224 Market St.. Newa 
ORRADINO, M. N Treas... G r I) 
Press, 423 Boulevard, Passaic, N. J 
COULITCH ALEXANDER Graph 
Prod. Service 2 Plane St.. Newar 
DeGRAFF, FE I Assoc Dist. My 
Graw-Hil Pul ( ow i2tnd 
ew York 18 
DENBERG, SAMUEL, Treas., I 
Ire 138 Washington St New 
ECKE, MISS ALICE B., Sales Ma ger 
86 Fourth Avenue, New York 1¢ 
ELKINGTON ARTHUR ¢ Dist Mg 
Sweet's Catalog 15 Christoph St 
Montclair, N. J 
ELY HOWARD, N 1. Rep Indus 
nt News, 461 Eighth Ave 


FAY, HAROLD S., Brown & 
Broad St.. Newark 

FRIEDLICH BRUCI 
\v New York 1 

GANLY, RAYMOND Hf Ass 
Printers Ink 205 «C&F 2nd 
y k 12 

GASCOIGNI " KR. Sales Mg Cher 
FEngineerir Ww i2nd St New 
8 


GRUGER, F. BR 


HARBERS, HERBERT I 
‘ 3S Orange St 
HAVER, WILSON W., Salk 
Press 10 Watchung, 
N | 
HAYTHORN, ALBERT 
MeGovwer ( 68 SI 
a 
HOPEMAN POWIN 
Pub. ¢ 12 Churcl 
HOFFMAN W h T 
clid Av Maplew 

HOUSE! I LINTON 
West ¢ iw N J 
IRWIN, MEAD. w 

St.. New York 1 
JOHNSTON, ALBERT 
i i I'r 1 St 


JONES, JOHN COVE! 


LEONARD 
Ir Age ” f2nd 
KIN HENRY fT 
s Business, Ct 


s i270 «(CI 


LUMBARD, WARNER, V 
ard Pub. ¢ 


JAMES A 
roduct Er 
I t New York 
MEH JOSEPH, Pur 
St. New York 18 
MONAGHAN 
Product 
Newark 2 


hasing 

GERALD I 

Service Ine 

NEUBAUEI A Asst. t Publisher 


Sutton Pub Inc 60 1 i2nd St 
New York 1 


INDUSTRIAL MARKETING, April, 1950 


PERROTTET J.. Sales Mar., Electrical 
Manufacturing Ave. of the Ameri 
cas sew su 

REMINGTON, WILLIAM B., Jr. Progres 

hitecture ow 42nd SM New 

ROSTOSKY ANDREW, Dist. Mg Mech 
anization, Inc., 2529 Graybar Bidg., New 

rk 


SCHULSINGER IRVIN Pul ul pa 
Signs Engineer, 11 West 42nd New 
York 18 

SICKLES, GUSTAVUS, Jr. Ow 
Photo Reporting Serv 8 Pa 
irk 2 


SKOLER, ARTHUR I 
20 Treat Pi., ewar 

SWENSEN, LAWRENCE |! I H. Philo 
Cort 113 Kossuth St.. Newark 

rREAENDLY WALLACE I Publisher 
Che cal Engineering & Food Industries 
Ww) W. 42nd St.. New York 18 

TUROK, BERNARD, Reinhold-Gould, In 
535 Fifth Ave.. New York 19 

VAN, G. J., Pres.. George Van Photos, ¢ 
Court St.. Newark 2 

VANDERHOFF, F. W., N. J... Mer. Conover 

ust, Purchasing Dire ry. 205 E. 42nd 

St.. New York 

VREELAND, JOHN S., Simmons-Boardman 
Pub. Corp., 30 Church St.. New York 7 

WEHNER, KARL, Pres... Wehner Advertising 
Service 800 Broad St Newark 2 

WOLLASTON, EDWARD H.. Sian Division 
Mar. United Advertising ( Pp 4 Park 
Av Newark 

ZIMMERER, RUPERT O., East. Kep 
Co 


t Heinn 
122 E. 42nd St.. New York 


12, DETROIT CHAPTER 


Active Members 


APPEL, GEORGE, Witte & Burden 
Cass Ave Detroit 2 

BALL, JOHN, Shutran Mahlin Adv 801 
Industrial Bank Bidg., Detroit 

BERNTHAI ARTHUR Ff Bundy Tubing 
( East Jefferson & Parker Ave., Detroit 


BINGHAM, FRED, Car! G. Behr Adv. Agency 
300 Francis Palms Bidg Detroit 
BLATCHFORD, KK. N., Bulldog E! 
Pk 


Box 17 K Annex, Detroit 
BO'V'ERTZ, GUS H., Clark & Rickerd 
817 Fox Bidg., Det t 1 
BOGUE, ARCHER, Acct. Exec 
keridge & Ass es Ty 
Bivd Detroit 2 
BROOKS, A Adv 
Liptak ¢ 2842 W 
BROWN JAMES W 
Diese! Engine Div. G 
13400 West Outer Dri 
BRUSKE, PAUL W., Ex 
geon, Taylor & Brusk 
Avenue, Detrolt 
BURDEN, W. W Partner 
Cees Ave Det 
CALDWELI A 
Stephenson | 
CLARK, I 
I 


x Bidg 


DREWS, STANLEY W 
Ce it Cory 1144 
Det t 2¢ 

DUNN EDWARD I 
Electric ¢ Box 1 
tr t 32 

EDWARD, I s 4 
French & Dorrat 
Detroit 2¢ 

EHRLICH 
Man. B 
Inc, Sa 

EVERSON T P 
Penobscot Bldg. Det 

GESSNER, THOS. I Adv. Mar... U 

ator Corp 100 Buh! Bidg., Detr 

HARRY Ff Fred 

look Tower, Detroit 2¢ 

CHARLES M., Pres Charies M 

Associates, 804 Francis Palms 

Detroit 1 


HAMILTON, I 
French & Dorrance, Inc 
son Detroit 26 


WALLACI 
ke nith 


GRADY Randall ¢ 
Mat 


GRAY 


GRANT Rrooke, Smith 
, 8469 East Jeffer 


HARTY, HAROLD A., Adv. Magr., Wolverine 
ube Div f Calumet & Hecla, Consoll 
dated Copper (C« 1411 Central Ave 
Detroit ¢ 

HEAP, THOMAS D., Gar Wood Industries, 
Wayne Mich 

HEMSING, ABRAHAM, Owner, A. Hemsing 
Advertising, 195 W. 9 Mile Road Fern 
dale 20 

HORTON, IVAN A., Adv. Mgr.. Morse Chain 
‘ 601 Centra Ave Detroit & 

HOWEL!I E. < Adv. Mg Carb 
11177 East 8 Mile Rd, Detroit 

HUMPHREY, Hl I JOSEPH bs 
‘ Pp 200 Oakman Bivd Detroit ¢ 


JEWELL, SETH W Campbell-Ewald ¢ 
General Motors Bidg., Detroit 2 


KELLER, CHARLES H., Vice-Pres.. Hop 
craft-Keller, Ine, 1611 Kales Bidg 
Detroit 26 

MANN, RB. B Adv. Mar Huron Port 
Cement ¢ i3th Floor Ford Bidg. 
vit 2¢ 

LaKUE ROBERT Holden Clifford @& 
Flint, Free Press Bidg., Detroit 


MAKSHALI THOMAS J. Asst. Sales Mar, 
Federal-Mogul Corp 11031 Shoemaker 
Det t1 

MASON, JOHN W., Carboloy ) 111 
East 8 Mile Road, Detroit 32 

MULVOGUI RK. EB. Acct. Exec Wolfe 
Jickling, Dow & Conkey, 1309 Kales Bidg,, 
Detroit 2¢€ 

OTT, PAUL A. Jr, Adv. & Sales Prom., 
Jervis B. Webb Co. 8951 Alpine Ave., 
Detroit 4 

OTTOWITZ, ARTHUR J. Dir., Advisors, 
Inc, 2008 W. Grand Bivd., Detroit 2 


PANN, CLARKE G., Clarke G. Pann Ad 
vertising, 1128 Book Bidg., Detroit 26 
PINKERMAN, MARK K., Adv. Magr., Reich 
hold Chemicals, Inc 601 Woodward 

Heights Bivd., Detroit 20 

PINKERTON, WILLIAM J. Dir. Public & 
Employee Relations, Micromatic Hone 
Co 8100 Schoolcraft, Detroit 4 


Kudner 
Bidg., 


RICE MARTIN 6B, Acct. Exec., 
Agency Inc., 710 New Center 
Detroit 2 

RITCHIT CHAD M., Rep. Michigan Bell 
Telephone ( 600 Griswold St., Detroit 


SHOWER, CHAS. J., Viee-Pres., Charies M 
Gray & Associates, 804 Francis Palms 
Bidg., Detroit 1 

SPROULI w. ¢ Ady. Mar Burroughs 
Adding Machine ) 6071 Second Ave 
nu Det it 2 


TREES, BR. ¢ Adv. Mar Udyviite Corp 
1¢ Rast Grand Bivd., Detroit 


WALTER, GEORGE W Adv. & Sales Prom 
Mar Detrex Corp 14331 drow Wil 
aor Detroit 32 

WATKINS. EDWARD Lothrop 
Detroit 2 

WEBSTER, FORREST t I I Webster 
Sales & Adv. f 4420 Guardian Bidg 
Det t 2 

WHITE. WAYNE I Campbe 
( eral Motors Bidg., Detroit 

wirti PAUI t et Exec Witte & 
Burd Detroit 2 


Ewald ¢ 
Cass Ave 


Associate Members 


BRAMSON ROY 1 Publishe Brameaon 
Pul 2842 W. Grand Bivd., Detroit 2 

DENISON, JOHN D Jr Det. Rep News 
wmeeh 255 General Motors Bidg Detroit 
, 


ELDER, 1 I Chilton Pul 101 
Stephens Bidg Detroit 2 

EVAUL. C. W., Design News, 4612 W 
ward Ave Detroit 1 

FORBES BRUCI Pres B. 
I bes & Sons Pub 116 General 
Motors Bidg., Detroit 

GOLDMAN, B. J tep Thomes Pub 
16 Collingwood Ave Detroit 2 

HARD, ROY J., Dist. Mar., Sweet's Catalo 
Service. 548 Free Press Bidg., Detroit 2¢ 

HOLDEN, JOHN M., Dist. Mgr., Business 
Week, 2980 Penobscot Bidg., Detroit 2f 

HOLSTEIN FRANK, Pub Rep Wood 
Construction & Bldg. Materialist, 2970 
West Grand Bivd., Detroit 

HORN, B. F.. McGraw-Hill Pub. Co. Inc 
2980 Penobscot Bidg., Detroit 26 
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HOoOGEAS Ww J Adv Mg 
Corp. Ltd S Pelham Av 

HOSS, ALLAN I troody 
‘ Canada, Ltd., Ne 

SMITH, GDORGE M \ 

‘ Adv \ge y Lid 
Tos ‘ 

SMITH 
Canada 
sid oO 

STANDING, HAI 

‘I | 
Ltd 0 Ma 
STEVENSON 


Advertising 


DAVID 


rOTTEN J 
Canada, I 
NSWORTH 
Lid.. Mout 
WALLACI 
‘ Ltd 
VATSON 


14. TORONTO CHAPTER 


Associate Members 
AINSWOKTH 
Ltd 73 Whe 


PHILLIP tw 
Pub. ¢ ' + Active Members 
ANDREWS, M 
ude Di 
I t 


\SHDOWN 
J sor 
I 
BRANDES 
Cory Lt 
BRAUND 
Ma so-H 
{ versity 
BROAD, ¢ i 
Ltd I Ww 
BL KROWS Al 
i I 
\\ I ! 
COOPER 


CRA 


WITT, W. Hu 


13. SEATTLE CHAPTER n Mamitton, On xis ITT. 


Me mbers 
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15. INDIANAPOLIS CHAPTER 


Active Members 


BLAND, ROBERT Adv 
feet Cire ( Hag 
CALDWELI HOWAI 
I kin & Im 
Bidg., Indianap s 
CHRISTIAN MISS 
I é Lr 
Bids annapolis 4 


PORTIA 
126 M 


DAI MAKVEI W Ady 
\tk ( 02 8 


A I 
uy ’ 

De LO ‘ 

rt Kok 

GARRISON, Ff 
Advertising 
uy * 

GILL, NORMAN 
( Lebar 


i 


Adv 


JOIN 
mbus 

HOKE Ww 
02 WK t ky 
KEENI KENNETI 
WwW Curtiss Ine 
St India I . 
LEFTWICH, PI 


MARTIN, CHAI 


YNOLDS 
Kok 


RHOADS 


Associate Members 


RENHAM., HAI 


16. KANSAS CITY CHAPTER 


Active Members 
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CARDER FRANK I lack 
Brysou, Inc. 720 Delaware 
DEXTER 
tising ts 
DuQUOIN 
stitut 
Bivd 


Sivalls ¢ 
Kansas City 


Adver 
ty ¢ 


rurnbull 
Kansas ( 
Kansas City 
Design 41 


RICHARD, Potts 
912 Batimore 
WAYNI 

& Sel 

Kansas ( 

EVANS 
Clipper 
ity 

HOARE, J. M. Mg 
Asphalt K rt 

’ 


ROBERT ; Act 
Mig. ( 


sas ( 


KALPMAN HAROLD 
Advertising ( 12 
City ¢ 

KLEMP, FRED V 
Adv Agency I 
Kansas City ¢ 

LANE, GORDON 
In K. ¢ Pr 
sas City t 

MAZE, ROY W 
( Ine Fairfs 
sas City 1 K 

MOPFITI GORDON 
Corp 2440 Pennywa 

MORRILI CLINTON 
vertising ( 121 
‘ 


NOBLE, RAY G., Adv. Mg t 
Kope Corp 2ist & Ma 
ty 


Kansas ( 


chest 


PAMMENTEI noy W Black 
Bryson, Inc K. ¢ , A 


Kansas City € 


Siva 
Light 


RKRAYBURN, G 
1004 Baltimor 
ROBINSON ROBE! 
= & Holden 
Kansas Citw & 
nOWT WILLIAM G 
Advertising Agency 
Av Kansas City ¢ 
SCHMIDT, JOSEPH, B 
s Im o Ih 
SCHNAPEI D. ¢ 
tising ¢ 112 Ba 
SCHOTT 
\g ts 


w 


WEB, Rog 
I Dwig 
TONE, Wm. B., I 

at 912 Balt 
WADDELL, MILFO! 
© Be I 


HILLYFI 

United 

Ka 
KRUG 


SCHULTZ, TDRONALT 


( May 


WHITT RALPH Ff 
1 ‘ tes 


17. MONTREAL CHAPTER 


Active Members 


AMBLE! 

Add 

BARTON 

v 

BATES 

M tr 

BELTON, H.. Erw 

1121 S. Cat 

KENJIAMIN 

Eng’ing W 

0 

BI SPALDING 
ries, Ltd 


federat 


A 


LLOYD Joh Braid 
d & Sons, 66 Nazareth M Montreal 
BRIGGS, A. FM Adv. Mar Canadian In 
dustries Lid., P. O. Box 10 Montreal 
BURDICK, RK. I : tiibbens Ltd., Do 
sion Square Montreal 
BYERS, MALCOLM A. Adv Dept Cran 
Ltd, 1170 Beaver Hall Square, M 
CONSEDINI H Adv Mar Rolland 
Paper ( Lid 164 Sherbr ke M 
West Montrea 
COOPER, MeCRAI Dir 
vertising Agency Life Bidg 
rea 
DARCEI A. P Ady Mg ™m 
1170 Beaver Ha Square, Montrea 
DAVEY, B McK Gen'l. Mar Rude! Ma 
ch ry ¢ Ltd, 614 St. James St, W 
ntreal 
DOW, GRORGE 1 Adv. Dept.. Crane Lid 
2019 Mar w Ave Montrea 
DRAPER, GBORGE ¢ J Peacock 
Lid.. 260 5 Patrick St.. Mont 
McKim Advertisit 
Building, M 


BRAIDWOOD | 
wo 


ntreal 


Canadian Ad 
Mont 


DUNLEVN KK 


Domini Square 


FORAND 
Lid P 
HANBRIDGI nh. W Dd. ¢ 
Ltd M 
ERNEST Adv Mar 
litt 


PAUL M, Gen. Mat 
essisville, Que 
snadian Indus 
tries ntrea 
HARRIS 
Liquid Air Co., Ltd 
Hil Montreal 1 
HAUGHLAND, 1 RUSSELI \ 
( kfield Brown & ( Ltd 
Bida.. M 
CLAUDE |! 
Fastinan & ¢ 
st. W Montre 


Canadian 
Beaver Hall 


Exec 
Canada 
nireal 2 
Acct. Exec MeCon 
Lid 1010 St. Cath 
: 


nent 


Sales Mar Fost Wheeler 
Canada Cement Bldg Montreal 2 
HOUGHTON \ Dir. Stevens Scott 

Litd., 6¢ St. Catherine St, W ntreal 


HOOD i 


LAWSON, H J Staff Photog e I) 
ngineering C« Lh , Hox 

Montre 

DANIEL H Walsh Advertising 

1. 660 St. Cather St., Montreal 

ckfield 

Hidg 


nini 
LEWIS 
‘ Lt 
LOADEI DUNCAN Acct. Ex ( 
I “ & t Ltd., Canada Cement 
M treal 
McALLISTE! el n Seott 
Ltd i“ Ss ’ 
McALLISTER, LOKNI r " Simonds 
Canada Saw ¢ I f 
Montrea 
McLEAN, Tf Pul 
wers Rane Lid 
Montrea 
McMILLAN EDWIN 
MeColl mte 
in 420 Noy Bank 
MARKEY Hi 
Text ( 
Mont 
MONTLI 
at 


Nict HAKKY 
Thompsor ( 
quare Bidg.. M 
NICKELI JOHN N Ace 
Ad tising ¢ Ltd } I» 
‘ ‘ Bidg., Montrea 
PICKLEMAN LAUIS 


Advertise 
lucers Lid 6ie St es WwW 


SI 


pir IOuUN O 

banks-Morse 

M tr 

“OWTER, N 

Smith Paper 

M tre 

*RIDMORI ' Adv 

ag Produc r 240 St 
Mont 


Dept Bu 
Patrick 
La 
LINAM H 

ly Armes \ 
*"LTNAM, HOWARD 
Agency Lid o1 K 
Catherine St. W., M 
IMME! WILLIAM 
Publicity Associates 
ty St nt 


cori ih 
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SHANL 
Priues 
SHEPHERD 
(anadia 
M trea 
SMYTHE 


rWOMEY I 
Canada Cem 

Va cova 
Mont : 

VIDLI I 
Ha Sq 


WELSH 
It . 
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Montreal Adv. Rep., Daily 
Neu & Bidg. Record, 1440 


st Ww“ Mouireal 


GORDON, Might Direct 
Montreal, ( Craig St. W 


K Bus Mar Canadian 
St. Secram St.. Montreal 
1 Foils 


Sales Mar 
Mont 


M1 in 


mimer 


Catherine St 


Fraser's Trade 
University Tower 

M 
DSON 


vers 


WES., Monetary Times Pub 
ty Tower Bidg.. Montreal 2 
Ss Publ. Mgr Associated 
td., 2000 Northcliffe Ave 
East Rep. Maclean 
Lid., 640 Dominion 
ntrea 
National Business Pub 
denvale, Que 


WILLIAM, M 
¢ Monthly 


18. SAN FRANCISCO 
CHAPTER 


Members 


Lous ri e “a t Vek & { 


Sts Alameda, Ca 


HELMS, BYRON E., Adv. Mgr., Victor Equip 
ment ¢ S44 Foils St.. San Francis 
HENNING FREDERICK H Adv. & Sales 

Prot “ 75 


ester Asbestos ( 6; 


Fra 


re 
fownsend St., S 


HILL, ROBERT G., Mgr lumbia 
Steel ¢ 1422 Ruse Bk " cisco 4 


ROBERT heimer Products 
I ‘ 


HOFFMAN 
‘ p.. Kuss Bidg neis« 

HUNTER, MAAWELI n & Eickel 

re. 2 Montgomery St i Francisco 
‘ 

JONES, LLEWELLYN A. M Dir. 1 
tone & Heiding, 151 Kuss Bidg 
Francis ‘ 

JONES SPENCER Consulting Engineer, 
ndustr Marketing & Advertising, 514 


San 


MceLELLAN, I i Kaiser Serv 
Broadway, Oakland, Ca 

MeNUTT GRPORGE ¢ (eor McNutt 
Advertising O51 » t Oak 
mi 9, Ca 

MARQUIS, HAROLD West 
Marquis, In 5 Fran 

*« 


VONPORT, GORDON Mgr ( 


g uttes 
' s. 4th & Sts., Berkeley 


“a : 
' 
a 


ORMES MERRILI San 
: Ca 


I 
O’ROURKI 
Associates, 20 
DAVID Adv Mar Magna 
n ( M ts 


JOHN O'Rourke & 
) Post Francisco 8 
PARKES 
ng ering p 
San Francis i 
OGERS, BRYANT 


Sa 


1GERS, SHERMAN \ 
Corp.. mm sh 
KR, FREDERK 
No. 141 


SAWIN, HERBERT A 
Mie « it 
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OPPENHEIM, ALLAN J., Mar.. Western Ad Agency, 733% S. He St.. Los Angeles BOWLER, JOHN D. Jr. Adv. Mgr., South- 
vertising 80 Market St.. Se tf rancise 14 west Builder & Contractor, 1600 Beverly 
4 JONES. CROFTON, Exec ‘ : Bivd., Los Angeles 2 

. : 1 Pp 4 : 
OTTE! SON JOHN Ww. McGraw Hill Pub S. Broadway, Los Angeles 14 CAREY. ROBERT W. . I 30 W. 6th 
Co., 68 Post St., San Franciseo 4 KLITTEN, MARTIN R.. Pres.. Martin R a fen Ammons 04 
it Lm 2614 W th Ss. I 
PARRATT, ROGERS P ve 4 = ¢ CHAPPELI LOYD BR Owner 
v ( Ds 4 Chappell, 427 W. Fifth St 
z Nalker 6s I KYTE. W 5 see ’ 
i n I 21 : 

REINHARDT T my uf cord Pr. O. Box 30. Te . nael . CIAXTON t Sales Mar.. Kellow-Brown 

1 Market St., San nel LANFHI DUK M ( 428 Boyd St.. Los Angeles 15 
I ‘ S48 W . COOPS HAT Owner Industrial Photo 

SCOTT )UNCAN A ‘ ‘ . . Service, 4 EF. Slauson Ave Maywood, 
{ \ s Bidg Sar Ca 

LANGION ANTHI 

WILLIAMS, ROBERT cP ‘ Seles Div. Matton CROSBY, STEPHEN T., Adv. Mgr., Well St 
609 Mission St., San on a Journa ae Coast Edition, 108 W 

' EY na Sixth St.. Los Angeles 14 

<_H I EDWARD CURTS, JAY West Coast Mer. Gulf 

ag | Publishing ‘ 905 Pacific Bivd., 

, Huntingt 

DEIBLER, ROBERT ver Robert H 
Deibler Associat Eighth St 
Los Angeles 

rormnia LINDBERG 4 DILLENBECK, ARTHUR O. Jr., Rep. Dun 

Jorgensen l 10 au can A ta ¢ 2978 Wilshire Biwd., 

Act Member st. Los =e ine Angeles 

cnve . s McKAY . . DYSINGER, ¢ Ww Dist Mer McGraw 
7 , } -ublist vc., 621 S. Hope St., 

ARNOLD, RUPER r r Corp. I lanti y — —g I Pe 
Art | Adver z tr < Ang ‘ “ 
way, Los A 1 McKENSII DONALD FISHER, C. I Sales Prom., Blak Mof 

REAUCHAMP. EDWARD . 1 h Tow 12 S. Los Ang t., Los 
ing Eng Lane-We § MACK DON Mack-W ha 
St.. Los es 11 1206 S. May Los An 


u Los Angel 


I 
iy 
I 


s 


Leste Inc 


19. LOS ANGELES CHAPTER 


vd 


J West Coast _ Penton 
BELDING. DON, Chn ' “ MacDONALD, TYLER. Ac ; a a ee 
, ‘ acles 
& Belding, 601 West rt I x gens vert 
Ave Los Anme GALLOWAY JAMES West rast Rep 
BOONI RORERT W 4 , MOFFATT. ¢ Ar nautical Digest Pub , 816 W 
B Advert I } “ . Fifth St.. Los Angeles 15 
4 s 1 A 5 ‘ GLANVILLE, JAMES, Editor, Dealer News 
BORDELON, HAROLD J MOULTON, ROBERT W.. Salk 1700 W. Sth St.. Los Angeles 14 
. 250 Sout t Nat ‘ Technica Lat “, GRAY. BARLE A. Co-Partner, Earle Gray 
‘ m Miss St.. South Pasadena Rookbinding 1220 Maple St Los 
BROWN, BYRON NERELL, LAWRANCE R., Amercoat Angetes 3 
Adv sit ' ’ ' \ in Pipe & Construction ¢ HANSON, D. O., Pub. Rep.. Of! & Gas Jour 
2 Live sy : na 650 S. Grand Ave. Los Angeles 14 
RICHARD 1 HARWAY, DON, President, Don Harway & 
pitat : ( 1709 W. &th St Los Angeles 14 
Mur.. Western Ad 
r St.. Los Angeles 


FORGE § 
vil 


. ) ) sion Engraving i21 


HARVEY 


BRIAN, Ady 
J S. I “ 
14 


THEODOR! ‘ r *-ETERSEN | Adv. Me Citizens 
ty Jacks N ‘ ings Bank of Los 
Los Ang " r St Los Angeles 

AREN( 
1 QUISENBERRY : 
¥ sy Maple Ave 

IOUNSON, RORERT ¢ Adv. Mar 
Pub. ¢ 198 S. Alwarad ! 

JOHNSON WALTER! s Wester Adv 

/ i World, 112 W. Sixth St 
es 14 


RANDLI ALI 


AWLINGS, TOM 
I lucts I 12 > 

1 Tern 4 c A\YVOND. Pac. Const War The 
ROBERTS, LI ppliance ) ’ 8420 «Cheremoya Av los 
12611 « s! I Hawthorne, ! " 


SCHILLING, A , ty Supv., Soutt LADY, PAU! 
rn California 601 W. Sth St. varado, Los 
Los Ang s 1 LANCE pour 

SCHOLTS Wr ; “ ‘ Ad “ ith St I 
vertising Ss ‘ 201 ‘ r St LOUNDACIN N Newsweek 
Los Angeles ; I “ s Los Angeles 14 

SHAW, JOHN | Owne ‘ { } MASTERS UGENI Jenkins Pul 
h St. Los . 198 § warade. Lee Anacies 

STIEFLER, 1} \ 1 ‘ Bethiehem RICHARD P Callf Adv Maer 
Pacif . st , Box 20 me Engineer, 1206 S. Maple Ave 
Tert ‘ i Ang s 1 

STRATMAN POWA Fdward 4 cREYNOLDS, CHARLES, Hep MeGraw 
Str ' ‘ ” Pa H Publishing Co.. Inc 621 S. Hope St 

cif Bivd Huntington Park, Cal Los Angele 14 

SWIATER, STEPHES ales A& Ady My VILLER KINZIf Vice-Pres Califa 
D Mact i279 | Oil World, 2404 W. 7th St. Rm 

Ange 


\ tising Am 


s 
eS ( 

Los Angeles 23 narles 

MILLS, WILLIAM FT Dist Mar 
Pu 727 ¥ t 


Ios Ar 


M.. pt PEARSON, FORREST ¢ Adv. Te n 
ROOM. GOT ver-Mast Corp 478 Wilshire, Los An 
" . 


‘ . \- . es 
Bivd., I t RICE, GEO. Ill, Gen. Mar. Geo. Rice & 
GPORGE H Sons, 1700 Santee St.. Los Angeles 1 

EDWARD ner rom ( ‘ late Engineers ROOD, EVERETT Owner, Rood Asso 
gineers, ( N. Lake Ave , ( ates, 726 State St., Santa Barbara, Cal 
dh. ZANDER, DAVID W f ‘ SAWDON, WALLACE, ED. & Pub. Tech 
CALVERT 1709 W. Sth St. I nical Information Service 2062 Pare 

’ ‘ 1016 mount Drive, Hollywood 28 
Associate Members SCHELL, HARRY M. Rep. Thomas Pub 
( 1200 Rivers Strong Bidg.. 112 W. 9th 

ARMSTEAD. GPORGI rtne Mult! St.. Los Angeles 

Equip Letter ( ! 108 W St.. Los An SPI JAMES K., Bus. Mgr.. Go Magarine 
asitas Ave geives 14 Souther California Motor Truck Asso 

Los Angeles 2 BEARDSLEE, CLARENCE D., Mar. King 601 S. Flower, Los Angeles 
JOHNSON, EDWARD T t. Exec Wil Publications Wilshire Bivd.. Los JOHN, ROSCOE D Asst Dist Mar.. 
urd «6G Gregory & Advertising Anicles Sweet's Catalog Service, 1709 W. 8th St 
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WILLIAMS, WILLIAM T 
Mansg I «t Mi 

Street. Torrir 
WOLCOTT ALAN Mgr Chen 
Dept., General bLiect ‘ \astios Ave 
Pittsfield, Mass 
VOOTTON, MISS 

i Ha 


VARIGHT, GEO 


” 
Associate Members 


AIN NILLI 


\M 
Box 


GRANVILLI 


20. WESTERN NEW ot 7 —y 
ENGLAND CHAPTER B.- =e rMAY 


PHAYER, ROBE 
hore a“ Pul 


Y . 


Active Members . 
he . ; und St 21. ROCKFORD, ILL., 
CHAPTER 


Active Members 


ANDERSEN Ltt 
nal Lock 
LINAWEILI ‘ ‘ ford 
ihreadwe w 4 an hele 
BALZ, ¢ 
( I t 
BRAND \ a 
rand, Me?! 
Electric Bldg 
BRIGHTUP, KOSCOT 
ec Bros. & ( 2} 
BAKER, DON H 
teh, 11 W. St 


Sw 
OLLINS, WILLIAM P 
s Talcot 
RICHARD 
B khawk 


RATTY ROY I 


Aras 


1 


EDWARDS ‘ 
Pp Black! 


FROEB, 1! 


tries, In 


\l OWAY 


y 


HAGE! 
ford 
HAGSTROM 
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MeCLENEGHAN, FRED Ads 
Ss Barnes ( 01 Ss Wat 
ford 
McPHERSON, JAMES R., Acct 
“od & MecPhers 
ckford 
MONK, HOWARD H.. Howard H 
Associates, | “ Kidg lock! 


NYSTRO™M A.. Pairbanks-M 
} Harrison Ave., Roc 
«“*DANIELL, NOEL D 
Dr ( Rockford 
PITSCHKI WW 4 
5 


t 626 Garfl 


\ar 
REESMAN, BUDD 
‘ 2 Talcott 

SANNER MISS ALM 
Roeckf 1 Mact I 
waukee St Kockf 
SCHROERDES FAI 

{ ins Ta tt 
SMYTHE, HAYES, Ne 
SUNSTEDT! DAVID t 
Hardware { Rockf i 
TIMMONS. RALPH, Ralpl 
109 S. Webster St, Madis 


22. MINNESOTA CHAPTER 


Active Members 


BILLINGS, GBRonR¢ 
m0 N. See 
BORDEAU. S P 
chinery Mig 
M upolis 1 
BROWN, STEVI 

Hoist & ve 
Pa 1 
CANFIELD NOoORW OK 
Smith W ! 
I th SPOS 
DANTELSON 
Irw Mig 


BEI 


NSTROTH TAMES 
iL k ¢ 
LONDON 
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WESTCOTT, CHARLES, Internati 
ing ( 800 McKnight Bidg. M 
1 


WILLIAMS, ROBBKT, Pub. Rel 
Ziegler ¢ ine 2 ur 
Ss. I M way s 


Associate Members 
ANDERSON, GORDON I 
mn Bulletis 1021 

Bidg.. Minneap 
COULTER, W I 

f 2642 | ; 
FLETCHER 

Gray Comps 

Minneap 
FOWLER, EUGI 

New Yor Life 
GOULD, EUGENI 

Agency 05 PF 
KNOWLES, DD 

ngtomn Ave. N 
LINNEER, CARI 

Publishing ¢ 

Bidg. Minneap 
WELD EDWIN 

Bullet 1021 

Mi 


23. BALTIMORE CHAPTER 


Active Members 


ADAMS I ‘ Cambridge Wir 


Clot 
APSEY, J » Ac ar.. Black & Deck 
Mfg. Md 


BOWERMAN BIAYS § Asst 
Con. Gas I ! Light & 
Lexingtor lig tim 

BUCHANAN { 

Dugdale & ¢ 
Baltimore 2 

BUCKLEW, MAXWELL DALE, P 
lations Dept., Glenn I Mart 
more 

BURGGHAI WILLIAM G 
Black & Deck Mig. ¢ 
AHN, LOUIS I Pres 
413 N. Chartes St Ba 

COLLINS, CHARLES R., Vi« 

May Corp.. P. O. Box &f 

ULBERTSON \ 1O} Adv 
Farquhar ( 142 N. Duk 

DARKOW, RICHARD W Pub 
Glenn L. Mart ( Baltin 

DAVIS RTON I 
( rp I Nort! Ba 

DENTON I Hi Me 
tion Bureau, 201 1 
LLIS NELSON I 
Eastern Stainless 
19 Baltimor 

ENGEL, WILLIAM 
‘ yaterr Ave 


SCHUCALE, HERBERT ¢ Pees Eunery 
Advertising Corp., 2 E. Nore Ave., Balti 

SPEED, FLETCHER B., Jr., Pres. Spee lt & 
‘ Gillet Bidg.. 101 E. Redwood, Balti 

WEBB, STUART D., Pres... D. Stuart 
Advertising Services, Inc., ON 
Baltimore 2 

WILLIAMS, HOWARD N., Sales Prom. Mgr 
Pei Corp 601 Hasterm Ave Haiti 
mer HM 

WILLIAMSON, HARRY I Jr. Mer., Sales 
Promotional Div, Locke Insulator rp 
Charies & ¢ mwell Sts ialt 

WISE, GRORGE \ Adv. Mg 

( Kavyard, Bush & Sev 

more 0 


Associate Members 


BAKER, H. V Pres Publicit gravers 
107-109 E. Lomba Haiti 


ne 


BOSER, H. THOMPSON, Vic ‘res, Bartor 
Gillet 18 cantile Trust Bidg 


Baltimore 2 
BOYD, GRORGE G., The Saturday Evening 
Pos Curtis Pub. ¢ Sixth & Watnut 
*hilade!phia 
L.. Paul L. Gaa ¢ 
Kaltimore 1 
AAM, ALEXIS G., Adv. We 
05 BE. 42nd St.. New York 1 
RAI DAVID, Thomas Pub 
hestnut St Philadciphia 4 
LANDAUER, MAURICE, Partne Harris 
Landauer 25 N. Charles St., Baltimore 1 
METTEE. N. BOYD, Owner, Holmes I. Met 
tee Studi 01 N. Butaw St., Baltimore 1 
MOORE JAMES J Kep Haynes Lith 
graph ( 0 W. 25th St. Baltimore s 
rPhict rHOMAS ¢ Pres Barton Duer & 
Koch aper ¢ 41 ! Lombard St 
Baltimore 2 
SCHLEUNES, CARL F. ¢ Schneidereith & 
Sons, 208 S. Sharp St., Baltimore 1 
SETTLE, ROBERT T., See’y John D. Lucas 
Printing ¢ 1101 1 Fayette St Balti 
m ‘ 4 
THOMSON, JAMES B., Pres Shane. Beever 
4 N. i iday St Kaltimore 2 


24. ROCHESTER, N. Y. 
CHAPTER 


A 


Active Members 


AHLHEIM, Kh. I ec” High Speed Ham 


Tie ton St., Rochester 21 


BLUM, ALBERT Adv. Dept Pausch & 
Low Ms St 


Opti ‘ ‘ 
Rochester 2 
TH GORDON Vice re Sls Maer 
‘ t tory t AV 


Boo 
larag Rev 
Rochester 

BROWN IOSEPH r 

BROWN LYNN 
Kodak ¢ 


HKISTY, H 
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COODHART RD Pres Screw 
" } Exchange 
South 


25. COLUMBUS, OHIO 
CHAPTER 


Active Members 


Associate Members 


ASSAN, LYLF J 
4 ' t) 


KOHLI 
Ma 
McREYVNOLDS 


Div left 


MAHONEY 
First A 
MILLIOUS 


Associate Members 
DINSwWa 


Viww 
S) ‘ 
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26. BUFFALO, N.Y., CHAPTER 


Active Members 

4 MST ONf IOHN 
\ s & ( ‘ 

BALDWIN, WILLIAM M 
I sers & Strachan, | 
AY I ft 2 

BORIS, THOMAS A., Pres 
A Aas tes 2 2 


ND J 
St 
REINHOLD § ¢ 
11 : Ss 
SI 


GARLOW, W 
Rot s I 


Buff 
HOOPT 
I> ‘ ch & St 


MRS FTHELYN 
' , f 


HARVEY 
vy Ads tis 


Buffa 


ELD. JOHN 


Houston 


1, Barton, Dur DABNEY, BK. I Adv. & Sales Mgr 
Houston 


rITUS, S. CHAMPION, Batt 
Im 1614 Rand Bidg., Pipe Line ¢ Petroleum Bidg., 


stine & Usb 
Buffal 1 
TRUMPLER, ALFRED L., Niagara Filter HELLER, HARRY O., Adv. Mgr., Reed Roll 
Corp 080 Ma st. I er Bit Co., P. O. Box 2119, Ho 
, KNIGHT, JACK, Mgr. Sales Deve Reed 
WARMAN, R. B. Ow Roller Bit ¢ P. O. Box 2119, Houston 
a le laware Awe 
WARNER. HAROLD J 
rer i32 M. & T. Bidg., 
WILCOX, M. ¢ Adv es Adv & Sales Prom 
c.. 76 Pearl St aft & Varnish Works, 406 
yuston 11 


MEYE! ( l t e- Pres Sales, 
Hughes 1 . ), Houston 


( 


WISt 


HERATH, I 
i : He 


. Adv. Mgr Humble Oi & 
Humble Building, Houston 2 
EARL M. Vice-Pres.. & Acct 
helm, Laughlin, Wils & As 
Nicls Esperson lildg Houston 


s 


Associate Members 
lives, Dyke ¢ io4 


APPLETON, HERBERT , ‘ , Owner, T. Page Rogers 
jios . . y . . ame Phe , 
APP ton Stud . R 2 First Nat | Bank 
BURNS, G . P a ¢ an \ nee ULLRICH, EDWARD L., Acet. I Wal 
Copy ¢ : Davis & ¢ 401 Bufla Drive, 
URNS. WILLIAM W., I Hous t 
‘ 1 Main St Buffa 
AVMPRELI ORDON W 
Pia iffa 14 
MROWFRTEL. SAMUEL I 
it) Press f : BAKE! 
, \ \ 


Associate Members 
urke Engraving ‘ 


ROO?! Asst Sales Mar Gulf 
Box 2608, Houston 1 


' ite Edd S hipestern 
k Ss : apitol Ave Houston 2 


; w \ % aft 
New York il + hen 
HADLEY, NORMAN I Owne 
plays, 631 Fare Buff 


I 
HEFFERNAN, CEORG 
J 


nes- Hausauer 
! 
maw 


uthwestern 


NALI THOMAS ) 
Eng a ¢ M. Bidg., Hous 


. 


IENNINGS RIXPFORD r ’ a 
74 DD a AV 
SIDNEY N 
vy Press, Ime 
hoffe 5 RIVES VAYNE . Petro\eum 
Pul Ste ng Houston 2 
ROSI TAY ‘ Tervas Industry 
y wm F< 2512, Houston 


NELSON. TOM W Pres. & Sales Mar 


m rye Gulf Pub. ¢ x 2608, Houston 1 


KREMER 


SPEARS, JOHN % | & Gas 
61% Steriix : 
rr. CHARLES ; ust Rep. 

rub, ¢ i uston 1 


28. DALLAS, TEXAS 
CHAPTER 


ra PNRERG 

Ss f , 
ROSWELI 
Ri Ml 


Active Members 


27. HOUSTON, TEXAS un Pres., Auld Advertising 
CHAPTER evchy ngs Ave., Dallas 4 


CRY, NATHI u Vier- Pres I 
Irn 1008 Merca le Bank 


A 
I 
l 


eche 

atlas 

BROOKS, LESLIE, Pres 
Associates Nat nal 
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Management men_ constitute 


50% 
constitute 50% of the users of 


MacRAE’S BLUE BOOK. 





and purchasing agents 











Purchasing agents comprise 
50.7% of the users of this familiar 
buying guide. The remainder con- 
sists of those whose administrative 
functions also include that of pur- 
chasing and specifying: managers, 
superintendents, presidents, vice- 
presidents, treasurers and _ secre- 
taries, owners, partners, etc. 


Of the users. 77.7% state that 
they and others in their department 
refer to MacRae’s Blue Book “fre- 
quently.”” Based upon their needs, 
this may mean several times a day, 
a week, or an hour. 


MacRAE’S BLUE BOOK produces more 





productive inquiries 





Hundreds of comparative records 
prove that, in quality of purchase in- 
quiries — from the most important 
purchasing points in American indus- 
try — MacRae’s Blue Book is undupli- 
eated. Purchasing and specifying 


officials show a decided preference for 
this time-tried source of reliable pur- 
chasing information. This preference 
for MacRae’s Blue Book is reflected in 
the productiveness of the responses 
advertisers receive. 


Advertising in MacRAE'S BLUE BOOK is effective around 





the calendar 





MacRae’s Blue Book is used con- 
stantly throughout the year. When 
each new annual edition is published, 
some used copies are returned to the 
publisher for re-issue to less important 
purchasing points. The great majority 
of copies are passed along by the users 
themselves to subsidiary purchasing or 
specifying offices in their own or 
neighboring plants. Nearly every old 


copy of MacRae’s Blue Book remains 
in use until it begins literally to fall 
apart. 

It is conservatively estimated that 
fully 75,000 copies of MacRae’s Blue 
Book are in use at any one time. 

For 56 years, MacRae’s Blue Book 
has proved to industrial advertisers 
the value of its pages for the presenta- 
tion of their messages. 


MacRAE'S BLUE BOOK 


18 East Huron Street 


INDUSTRIAL MARKETING, April, 1950 


CHICAGO 11, ILLINOIS 





IF YOU sell engineering mate- 
rials, parts or finishes used in 
product manufacture, or equip 
ment for changing or improving 
the properties of materials, you 


can cut sales costs by using 


the direct approach to 17,000 


materials engineering men who 


regularly read M & M because 


Methods 


is the only business publication 
which deals exclusively with the 
materials problems of product 
design and manufacture. It is the 
only materials engineering 
magazine serving the product 


manufacturing industries. 


Methods 


editorial program includes:— 


{ engineerin 


A REINHOLD PUBLICATION 


130 West 42 jew k 18.N 








Send for Reprints of INDUSTRIAL MARKETING Articles 


THE FOLLOWING REPRINTS of outstanding editorial fectures ore offered as a special 
service to IM readers. Please send exact amount in coin, stamps or checks with reprint 
orders to THE EDITOR, INDUSTRIAL MARKETING, 100 E. Ohio St., Chicago 11, Ill. 
We connot hondle small credit orders 
R189. Publicity Con Br ng Soles If You Pinpoint Your Target, by Harry W Smith Jr., Feb. 
1950. 10¢ 
R188. Whot Management Can Get from Editors Associations, by Robert Newcomb and 
Morg Sammons, Dec. 1949. 10c 
R187. A Bigger Audience Calls for Better Annual Reports, by Richard H. Bailey, Jan. 
1950. 10¢ 
Selling to Engineers? Educate Them, but by Husley Madeheim Oct. 1949. 15c. 
Advertising Doesn't Pay Unless You Have ao Job for It, by Julian Boone, October 
1949. 15« 
How to Use Graphs in Industrial Advertising, by L. Leonard Philips, Sept.. "49. 10c. 
Globe-Wernicke Scraps Its Precedents with a New Marketing Plon, by W. K. 
Downing, August, 1948. 10 
How to Get Publicity—Your Hidden Sales Asset, by Hal Burnett, August, 1948. 5c. 
Back Your Sclesmen with Advertising’s Fire Power, by D. F. Austin, July, 1949. 10c. 
22 Things You Should Know About Industrial Buyers, July, 1949. 10c. 
5 Steps to Finding Out Does Your Employe Magazine Pay?, by Ken M. Davee, 
June, 1949. 10c 
How to Measure Results of Industrial Advertising, by William A. Marsteller 
May, 1949. 15¢ 
Guideposts for Forecasting, by Frank D. Newbury, Aug., Sept., Oct., Nov., Dec., 
1948, Jan., 1949. $1.00 
How to Get the Meat Out of Storch Reports, by Richard L. Edsall, May, 1949, 10c 
Dustry Rides Again, by Richord B. Carland, Apr., 1949. 10c. 
16 Ways to Sell to Engineering Departments, by J. T. Bennett, Apr., 49. 10c. 
How to Advertise to Business Men, by Howard G. Sawyer, Nov., Dec., 1948. Part | 
of a Series. 10 
How to Make External Publications Poy Of, by Harrison M. Terrell, Oct., Nov. 
Dec., Jan., Feb.. 1948-49, 50c 
How to Plan and Pep Up Your Show Exhibit, by Karl F. Kirchhofer, Jan., 1949. 10c 
Keep the Line Open Between Employer and Employe, by Robert Newcomb and 
Marg Sommons, May, June, July, Aug., Sept., 1948. 50c 
How Industrial Buying Is Done, by W. D. Crelley, July, 1948. 10c 
How Advertising Agencies Can Overcome Manogement’s Adverse Attitude, by 
Leo Burnett, November, 1948. 10c. 
We Went to Four-Color Inserts On o Cut Budget, by Clifford Stubbs, June, ‘48. 10c. 
Mockup Demonstrator Improves Salesmen's Closing Ratio, by H. W. Bluethe, 
Oct., 1948. 10¢ 
The Role of Advertising Today, by Allen L. Billingsley, Sept., 1948. 10c 
Researching the New Product, by William J. Stokes, June, Aug., 1948. 15 
Sending a New Heating Product to Market, by Stuart Phillips, Sept., 1948. 10c 
Solving the Basing Point Dilemma, by Cameron Caswell, Sept. 1948. 10 
Guideposts for Forecasting, by Frank D. Newbury, Aug., Sept., 1948. 25c. 
Using Newspaper Advertising to Spot Industrial Buyers, by Wilhelm Ferdinand 
Aug., 1948. [0c 
Using the Telephone to Help Mechanize Your Field Soles, by Kar! F. Kirchhofer 
May, 1948. 10c 
Catalogs as Sales Tools, by B. M. Walberg, May, 1948. 25c 
When Your Customers Order Spare Parts, by Raymond H. Jacobs, June, 1948, 10c 
How Can | Find What Type to Use? by A. Raymond Hopper, Apr., 1948. 10c, 
Techniques That Will Make Your Copy Pull—The Copy Chasers Column, Apr. 
1948, 25¢. 
How to Make “Non-Selfing” Advertising Pay Of, by R. E. Whiting, Mar., ‘48. 10c. 
Market Research Combats High Distribution Costs, by Richard D. Crisp, Feb 
1948. 10¢ 
How to Avoid Eight Common Mistakes in Hiring Sclesmen, by Burton Bigelow 
Nov., 1947. 10c 
Selling in the Buyer's Market, by L. Rohe Wolter, Feb. 1948. 10c 
Education on the Selling Line, by P. R. Willmarth, Feb. 1948. 10c 
LeTourneau Tells How Its Ad Campaign Is Tailored to Reach Export Markets, by 
J. G. Van de Loo, Oct., 1947. 10¢, 
The Effectiveness of Repeated Advertisements, Sept.. Oct. and Nov., 1947. 7Sc 
The Economics of Industrial Advertising, by Jesse H. Neal, Sept., 1947. 10c. 
The Orchestration of Type, by A. Raymond Hopper, Mar., 1947. 15c 
250 Leading Advertisers in Business Publications, Feb., 1947. 25c 
The Agency-Client Relationship, by C. E. Gischel, July, 1946. 10c 
*!2-poge reprint summary of the Repeat Ad Study made under the guidance of o 
special steering committee of industrial advertisers, agencies and publishers. 
Single copies—75 cents, 10 or more—5S0 cents each, 25 or more—25 cents eoch. 
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SOME ig HAVE A MANIA FOR (9) OTHERS HAVE A MANIA 


~- = 


FOR Ro STILL OTHERS ARE MAD ABOUT Y THAT'S 


DIPSOMANIA! AND acess ARE THOSE WHO ARE SIMPLY WILD 


ABOUT Sa &tHat’s ktepromANIA! BUT tHe most 


~~ 


WONDERFUL MANIA OF ALL IS THE ONE WE'VE GOT FOR YOU... 


WE‘VE GOT A MANIA FOR 
INCREASING YOUR SALES! 


MORE PEOPLE remember your brand, ask for your brand, 
reach for your brand, if they see your brand wherever they 
go! Get repeated-impression impact in cost-free space 
with PF decals! 


Ohnts-Moo 
Wf 
Johns. : 


(O\] Ih \ lor 


WRITE TODAY ‘or 
packed, |l6-page | 


Addre t. IM, 22 


PALM, FECHTELER & C0. 


NEW YORK «+ €. LIVERPOOL, OHIO + CHICAGO 
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“The Market Data Book is used throughout the year 
in checking publications and reviewing market data”, 
says J. H. Williams, Manager, Sales Research and Pub- 
licity, Sangamo Electric Company, Springfield, IL. 
“The statistical information available at fingertip con- 
venience enables me to prepare figures for manage- 
ment promptly. The book is a one-source authority.” 


It is, indeed, the basic reference for any executive who 
is planning an industrial advertising campaign. At 
your fingertips, it gives you these five important serv- 
ices: (1) Complete, detailed facts on eighty-four dis- 


MEDIA DATA IN 1950 


Page No's 
Abernethy Publ. Co, Ine 
Advertising Age 
Aqrenauticn! Engineering Catalos 
Aeronautical Engineering Review 
American Artisan 
American Automobile (Overseas 

t¢ ) 


3 *zze= 


es 


erte 
American Aviation Publications tne 
American Aviation World. W 


Selse ses 


Directory 
American Bullder 
American Butter & Cheese Review 
American Cardenster & Bettior 
American Ceramic Seclety, The 
American Ceramic Society Bulletio 37 
American Chemical Sectety News | 40-14) 
American Chemical lety 

Publications 10. 
Ameriean City, The 2 
American Egg & Poultry Review 

= Exporter 


meric E xpeorter—!ndustrial 
American Institute of Electrical 
Engineers 
American Lomberman & Bullding 
Products Merchandiser 


R arin 
Seciety of Civil Engineers 
a 


Werks Association 
ry 140 
Packers Guide 276 a7? 
' 


ee 
Architecture! Forum, The mt 
Arenitectural Record 116-087 
Armed Force 475 
Associated Construction Publications. 217 
Automotive A 


Bedding 

meen Publishing Ce 
Breshin Publishing Corp 
Grewers Digest. The 
Buliding Supply 


Camines Calles 
Otreetery 


ry 
Merchandising 
Capper's Farmer 
Case-Shepperd- Mann Publ. Corp 


LOOK FOR THIS EMBLEM : ers. ethene 


c ¢ neineeria . 
in the advertisement of o business publica. Chemical p25 - --y oe News 
tion it meeons thot the publication hes filed, in } Coat m_— 
, 1A n . 
the INDUSTRIAL MARKET DATA BOOK Number ust Commereial Retrigration Al 
detailed facts regarding its editorie! services, circu ep c orete Pred e 
Market Data Gonsverellane” Pobttenthons 


lation, influence, morket studies, efe.. and this will 
be found adjacent to dota on the market served. Book NuMBER Conover. Mast farahnttte Bremen a} 
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ON MARKETS AND MED 


tinct trade and industrial markets. (2) Format, rates you are seeking new markets, here you will find the 
and circulations of all the business papers serving the data you need the latest figures from the Census of 
U. S. amd Canada. (3) Special media presentations Manufaetures, and the newest information on trade 
prepared by leading business papers to assist you in channels from the Census of Business, plus inter- 
evaluating them for your purposes. (4) Digests of pretation of these figures in the light of latest reports 
additional special market data available from pub- from business publications and trade associations. 


lishers. (5) Lists of trade associations from which , 5 
: ‘ All told, it has proved to be one of the most efficient 


working tools in industrial selling and advertising, so 
use it yourself and make eure it is available to 


further information and help can be secured as de- 


sired. 


If you already know your markets, and wish to re- everyone in your organization who has to work with 


check media values, here you will find the facts. If facts and figures on markets and media. 


MARKET DATA BOOK 


EDITION AVAILABLE ON THE FOLLOWING PUBLICATIONS: 


Page Ne's 
Construction Bulletin tedustria y Seldader: 18 Mining Catalogs 
Construction Digest 2t industrial Distribution Mining pee + 
Construct ioneer feert Between 502-303 Mississippi Valley 
Constrvetion gous Monthly 7 industrial & we, Medern Materials Wandiios 
Constructor ; Chemistry . 0140-141 Modern Packagi 
Centracters "c gireers Menthly 1 t wr 323 Medern Piasties 
Cosgrove ing Cea. al # h Medern Raltreads 
Cotten Gin Oll Mill Press, The ance 338 Serviee Station and Garage 
oe . Works Engineering 
Dairy Industries Catal National Butter & Cheese Publicetions 
Die ings oe ® tal Suateotions, | Journal mens- Boarem 
Dixie traeter —yz 
Dedee Cors.. F. W 
105. 16-117, 045, 
Domestic Engineering 
Demestic Engineering Catalog 
Directory 
New England Construction 
he New Engiand Equipment Digest Seuthern Lumber journal and 
Autemevil Americane 22 lostitute of the Aeronautical Building Material Dester 
Expertader Americane 724 Belences 7 Southern Power and tndustry 
Farmaceutice : lestitute of Radio Engineers, The ' 5 feuthers Pulp and Paper 
ital festitutions Cataleg Oirectery ~ ae 
Buyer's Reference pA ' lestitutions Megazice 
Construction & iestruments 
Maintenance 
Electrical Engineering Jeheston Expert Publishing Co 
Electrical Publications, ine jJeurval of American Chemical 
Electrical South Seelety 140 
Stoctrtcad a. Jeernal of American Water Works 
etrica Anse an t 
Electricity the yal Magazine Journal of Chemical Education 7 tees tile A. ® 
Electric Light & Pe Publishing Ce Sweet's File, Preduct Designers 
Engineering & Mining y SET Keeney Publishing Co 46.47, Paser & Pulp Mill Catalogue 408 
' Between Kentield-Davis Publ. Ce. 47 Paper industry and Paper World 
Expertader Americano 224 «King Publications 2 The 406 «Taxicab Indusry, The 
a si Paper Mill News Ps r : Publishing Ce 
Fectery Manesoment @eletencses cathear how Penton Publishing Co. .181, 321, 37! 
. eet Getwese 336.337 Levies Publ Preeesel 
Farm Implement News a3 |OC Nee Publishing Co 
Fensholt Th i 
Finish Ce 7 ? Machine Design 
nin 


Finterin Pubth ® - 

Fire pn mamene, an Ww Mactean- Hunter Publ. Corp. Plant Engineering 27 Manufacturers 

Florists’ Telegraph Delivery News 2 12a, 133, 143 Plumbing and Heating Business . Traftle Wertd 28 
Flew q Machee’s Bive Book 524 eoly Oele 2 Transportation Supply News 2nd Cover 
Flow DOlrectery Manutactur! Confectioner, The 


The 
Feed Industries Catalogs Menutacturing Confectioner Pudi. Ce.. poner Coneration 42 Uree-Barry Ce mt 
T ore’ n¢ Utit ization ss 


c 
Operating Engineer 
Organic Finishing 
Organie Finishing Guidebook 
rectery 


eo Ce 
Register of American 


Th. } eeriog & Shipping te 
P i Preceedings of . 
we Ine a 4a - perzatin, Predvet 0 Development Vance Publishing Ce. 25', 206 
ater . reduction erring 
e ~ 4 AWS Sawer's Guide Sh’sg McGraw-Hill Catalog Service Management Water & Sewase Works 209 
157, 200-201, 258, 363 Progressive Architecture ‘ Water Works ngincering ” 
MeGraw-Hill Digest 228.2 Purchasing Welding Engineer . 
Publishing Ce McGraw-Hill International Corp. 228 Insert Between 476-477 
ot McGraw-Hill Publishing Ce 8.9 Western Builder 217 
Gaseow Publications, tne.. Don 266 =6Mechanization, inc Qualified Centracter Western Construction News 
Metal Finishing Western todustry 
Haywood Publi. Ceo 403 Metal Finishing Guidedeok 43, wa Newwase Unies 
° OF 
46-47 Michigan Contracter & Builder ater 443 Weedwerkers Reperter 
Heating ishers, ine 58-58 Mid-West Contractor 21 Mechanical Engineer a4) Wertd Construction 
Hespital Ganagoment 294.295 ? Midwest Purchasing Agent. The 7 Purch and Stores 
ik Deater, The ' “3, Yachtia 
lee Cream Review 67 Mik Plant Monthly ' Refrigeration industry, The 9 Yaehting Publishing Gere 
implement 4& Tracter mit & Factery Back Reinhold Publ. Ce. 108, 140.14! Your siness . 
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An Audited 
Publication 
Covering 
Fishing Boats 


on the 
Atlantic Coast 


Gulf of Mexico 
and Great Lakes 


ATLANTIC 
FISHERMAN 


Specialized 
Editorial Service 


For Boat Owners 


News coverage of industry ac 
tivities that is thorough, reliable 


timely and concise 


Articles on boat building, re 
conditioning, maintenance ana 
operation that are accurately and 
intelligently written with a tech 


nical slant 


Reports of technological and 
scientific developments that are 
clearly explained from a practical 


st andpx int 


Atlantic Fisherman's well-illus 
trated, balanced editorial content 
generates active reader interest, by 
usefully serving the specialized 


needs of fishing boat owners 


ATLANTIC FISHERMAN 


CCA 


Goffstown, New Hampshire 








Employe-Public Relations 


Continued trom Page > 


how heavily the tax burden rests upon 
him. 

One editor, Paul Block, who edits 
a monthly employe magazine named 
The Inside Line,” for Line Material 
Co., Milwaukee, labeled his current 
tax story, “Kiss Three Months Pay 
Goodbye ; 

He explained, in easy-to-read text, 
that the first three months of the year 
ire given by each employe to carry 
his share of the tax load. On an ad 
Editor Block told pr 


torially the cost of waste in terms of 


joining page . 


inimated figures superimposed on 
mpany checks. The captions cited 
xamples of needless waste on the part 
1 various government departments. 

The Hoover Report has supplied in 
lustry with the strongest anti-admin 
istration ammunition it has had in 
years. Most industries are trying to 
use the material to the fullest ad 
vantage. One of the best and most ef 
fective ways to do it is to break down 
the figures into terms of local ap 
plication—it will make more sense 
that way. and it will be understood 

wre clearly by the employe you are 


ittermpting to reach and influence 


IN THE WIND 


Land of Plenty 


he company press these days is 
{ the growing menaces of so 
ind communism. The dangers 
certainly there but the record is 
1 trifle scratched, and factory 
(America is 
to 
for a new tune. When vou hear 


oves whose loyalty t 
d question are beginning 
refreshing 


\r enterprising editor of i Du Pont 


sublication discovered a waitress in a 


\\ Imimngtor 


to this country with her husband fro 


department who had come 


England less than a vear before. She 
had a mouthful to sav about the lear 
ind the edi 
let her sav it. It was a direct « 


kings under socialisn 


no reference whatever to the state of 
political thinking; the other rhapso- 
dized over the cathedrals, inland wa- 
terways, and the quaint customs. 

What both of them might more 
profitably have done was to tell what 
was the political sentiment of people. 
The reader is inclined to suspect that 
these two emissaries hadn't paid any 
particular attention. 

For bell-ringing industrial journal- 
ism in this hour of growing strain, 
get the Feb. 3, 1950, issue of a bi- 
weekly newspaper named “The 
Bridge.” On page two is the interview 
with Mrs. Marjorie Haines, and it’s 
the sort of thing hundreds of employe 
papers should be publishing today. 
The editor is Clare E. Lilley, Office 
Building Department, E. I. du Pont 
de Nemours & Co., Wilmington 98, 
Del 


Votice of a Change 

Plant employes are accustomed to 
seeing new equipment trundled in 
to the place The vast majority of 
them never know what it’s for until 
it is in operation, and frequently have 
only a vague notion of its true function 
then. What the grape-vine does to 
situations like these any foreman can 
tell you 

In several plants of Pullman-Stand- 
ard Car Mfg. Co.. 


adjustments are being 


certain efficient 
physical 
planned. They are all described, with 
eloquent simplicity, in a recent arti le 
in the employe magazine, “The Car 
builder.” The article is called “We're 
(,oing to Move and Improve.” The 
illustrations show drawings and scale 
models. The text tells what is being 
planned, why it is being planned, what 
will be accomplished as a result of the 
change. and in what ways employes 
directly or indirectly —stand to gain 
The boys in the shop get a peep 
under the circus tent before the show 
starts. When the physical changes be 
in. the rumor mill won't have a 
chance 
This is horse-sense industrial jour 
nalism. and sound management think 
ing. A good 50° of the ailments to 
which management is heir are of man 
ivements own creation the result of 
keeping quiet when it ught to talk 
The article is from the February. 
1950. issue of “The Carbuilder.” It 
deals largely with scale models. and 
t's a model itself of cle 
ible fact presentation. Paul Ackerman 
edits for Pullman-Standard at 79 E 


> 


Adams St.. Chicago 3 


understand 
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The Three Leading Directories Compared in 





AN 44— 


All Other 8,494 


MAC RAE'S BLUE BOOK 
Total Circulation 18,166 


CONOVER-MAST PURCHASING DIRECTORY 


Total Circulation 24,805 Total Circulation 19,792 


which is Your best buy 


Machinery Manufacturer we 
use th directory more than any 


Hruige Builder We use this a 
tory a great deal in our buying 


In selling to industry, it’s CONOvER-MAsT PuR 


CHASING Directory. By concentrating on in 
dustry’s needs (does not carry any non-industry 
advertising or listings), it has become the exclu 
sive or the preferred buying guide of a great and 
growing number of industrial buying executives 
The following are typical of the experiences of 
thousands of industria! executives who have avail 
able to them practically a!] directories and other 
information sources 


*Doto Source: CCA ond ABC Statements for December, 1948 








WIG 


+P, 
a Cicle\ BSc 
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ference work of this type 
compactness and accuracy 
>it an extremely useful tool 
our department 

Signed Purchasing Age 
Rubber Products Manufacturer 
I find this particular directory 
very helpful in that it # compact 
and still contains a very goc«d rep 
resentative listing of the manufac 
turers of machinery and equipment 
that we are interested in from time 
to time in our engineering depart 
ment Signed Chuef Engineer 
Construction Equipment Manu 
facturer am very fond of this 
lirectory particularly 
the fact that 
lift st from one desk to 


m view of 
t does not require a 
crane’ to 
another 
Signed Ass 


Direct qu ns from signed compe 


y letters on file 


find «t a valuable and com 
> of information 


{ Order Department 


Mechanical Equipment Manu 
facturer e use the directory 
juite frequently and place it at the 
top of our list as the most useful 
purchasing reference 

Signed — Purchasing Agent 

Power Plant Equipment Manu 
facturer We are regular users of 
your purchasing directory, in fact 

use it in preference to the other 


the eane with which we can find 


the required information 
Signed Plant Supt 


r New York office 


It will pay you to be represented in the Conover-Mast Purchasing Direc 
tory by adequate space to illustrate and describe the uses of your product 


Issued Semiannually 


Chicago 11. tt, 737 North Michigan Ave 
New York 17% ¥ 205 East 420 St 
Clevetand 14 Oto 435 (eader Bh 

Los Angetes 36. Calif 54/8 Wilshwe Blvd 
Pruladeipie, Pe 333 Kent Rd Bale Cynwyd 
Detrot, Mich. 126.79 Tuller Ave 

Tewnton, Mass. 9 Ler! St 


Whetenall 4 6612 
Murray Hell 9 3280 
Cherry 1788 
Whitney 6055 


o 
Teurton 7 1987 


Rochester 10." 68 Madher Drwe 4) Town of Brgttoe 


Westport, Conn . Bay St 
Little Felts, 6 1. Viewmont Terrace 


Westport 7 3106 
Little Falls 4 1419 





For the Widest Coverage of Industrial Buyers 











Dia You Get Your Share 


here is an active market 

represented by the group 
which forms the membership of the ASME. 
Of this group there is asegment who, year after 
year, tell us they have need for the products 
advertised in their ASME MECHANICAL 

CATALOG AND DIRECTORY 

Sampling by us and by advertisers indicate 
that these members do use their Catalog 
to stimulate their memories of names, products 
and specifications. 


All you need to do is to give them a helping 
hand, when they are in the market for some 
item you make, by having your catalog ma- 
terial in their Catalog. 


You can do a simple memorandum job of a 
page or two or you can do an impact, prestige 
building job of several pages. That is a prob- 
lem of merchandising. 





All we can recommend is that you be there It is the only market source book that 
so that you can get your share. the AGSES memberip. tt 
; ? sents a large influential group 


10 service to mechanical departments of 


Send for distribution statement and rate card.  adustry 


PUBLISHED By 


THE AMERICAN SOCIETY OF MECHANICAL ENGINEERS 
29 West 39th Street, New York 18, N. Y. 


MECHANICAL ENGINEERING 


publish ‘Mechanical Engineering”, a monthly 
ASME members Lhese publications are 

and mutually helpful. For instance, in 

ir paid space, you may use “Mechanical 

when “Catalog Briefs” are published to 


ur market s pulling power 
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NIAA News 


Netione! Headquarters, |776 8 ew Yort 19. N.Y 
Bernard H. Dolan, presiden: 
Blaine G. Wiley, executive secrerory 


ny ee 
CHAPTER ACTIVITIES OF THE NATIONAL INDUSTRIAL ADVERTISERS “ASSOCIATION _ j 


Findings Will Be Reported 
by Management Relations 
Committee at Los Angeles 


Yorx-—-Four chapters of the 

il Industrial Advertisers Associa 

ed juestbonnaires to their 

» to learn which executives in 

“ stage of an industrial sup 

pili vertising program —trom the 

nitial planning of final budget approval 

The questionnaires also are designed 

what variety of business 

each type of executive reads 

NEW BRITISH COLUMBIA CHAPTER of the National Industrial Advertisers 9 """""' agement publicatvens, neue 

Association received its charter from NIAA Executive Secretary Blaine Wiley or technical publications, and ad 
it a meeting in Vancouver. From left: Edgar Wilson, J. J. Gibbons Ltd.; M. M vertising publications 

Frazer, Pumps & Power Ltd.; Chairman Allan Coe, Finning Tractor & Equip he questionnaires were mailed by 

ment Ltd.; Mr. Wiley; Lee Webster, Industrial Advertising Service; Alex Ross, Cleveland, Milwaukee 

British Ropes Canadian Ltd.; and Charles Logan, Howard Goodwin Ltd nd 1 Francisco chapters as part of 

nanagement relations pro 


ed last June. The program 


Los Angeles Convention Who Put the Orchids dieraengi Nn caee crecmctagst a Beate 


inagemen ” 


Attendance Looks Good in Mrs. aw s Mailbox? of advertising by clarifying who is man 
ement, who influences management 
| Los ANét More thar 00 


ons, when and how 


hapter will announce its find 
husbands 


nonvmous 


Continued or Page 108) 


lmurers 

a Shugert Named NIAA 
sthomal ir 
then Secretary-Treasurer 

Charles W. Shugert, assistant to the 

2 t took davs. but } advertising man 

valbenn le t the ger « ie Los ager, Shell Oil Co., 


r 
mm train rs finally pu 

stn Bas es chapter, which had se he o New York, has 

been appointed 

‘ ‘ ‘ secretary-treasurer 

its of the National In- 

dustrial Adverts 

ers Association to 

replace Adin I 

Davis, who became 


ineligible for the 


et for 
happy res 


Mw) mer 


post when he was 
Bhusert named managing 
director ot Con 
Circulation Audit 
ppointment was made by NIAA 
ident Bernard Dolan. Mr. Shugert 
s been with Shell for 24 years 
served as president of NIAA'’s New 
chapter and as an NIAA director 


} 
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Haskins Lauesen 


‘Professors’ Will Tell 
‘All’ about Advertising 


‘ a‘ 


WHOSE RESPONSIBILITY 
ng of the Industrial Marketers 
anager, commercial research 
manager, Ohio Brass Co 
ne Co Kennet} 
(moderator); Prof 


land College; Ja 


tric & Engineer 


"Wall Street Journal’ 
Drive to Start in May 


\ \ " . 


Ma 

lve 

NIAA P 
IM that nm 
a final oka 
on miaustri 


but that 


106 


Republic 
Kenneth F. Ertell 
Kennetn Lawye hairman, de 
es Zuber, busin 


executive 


Llewellyn 


rch was the topic 
and. From left: F 
Steel Cory 


f this panel at a 
R. Widmer 
Louis J. Ott, general 
1dvertising rm 
vice-president, Fuller & Smith & 
partment of marketing, C 
nager, Steel; Kenyon Stevenson, acc 
ld Eshleman C 


meet 
assistant 


Scribner Tofte 


‘Fortune,’ ‘Time’ Will 
Cover NIAA Conference 


Los AN i Remarkable press 
vera | for the National In 


ree day neet xz 

McGraw-Hill Publishing Co... New 
York, will publish a daily conference 
ivailable to 


ind will be mailed 


! 


newspaper that will be 


nnet attend 


Elect Wilson ‘Space 
Salesman of the Year’ 


New Vora The Industrial Advertis 
ng Association of New York | 
W. A. Wilson, New York representative 
of Pit & Quarry, as “space 

ir.” P&O is published by Cor 
Publishing Co 


is elected 


sale “mat 


sales 


anager, Reliance Elec 


Ross 
leve 


ount 


Haas Miller Names EIA's Monigle 


} r ¢ NI t t } 


Haas 


Mil 


INDUSTRIAL MARKETING, April, 1950 














DOCTOR, HE’S A GOOD PATIENT SINCE YOU TOLD HIM HE’D BE ABLE 


to attend the NIAA Conference in Los Angeles 


Be sure you can attend the 1950 NIAA Conference in 
Los Angeles by making your plans now. This will be a 
working meeting—with plenty of leadership opinion 
You'll hear and see demonstrated facts about industrial 
marketing based on the theme: “Nobody profits ‘til 
something 1s sold.” 

Here's an opportunity that 700 to 1,000 men realize 
can benefit them—by revitalizing their thinking about 


ition, selling, and advertising. Be sure to count 


year. 


P.S. With the Conference in California, combine your 
plans to attend with a Western vacation in 1950. Bring 
the family—-and make your hotel reservations early 
Do it now. For complete information, write to the 


Attendance Committee, NIAA Conference Head 
quarters, 2614 West 9th St., Los Angeles 6, California. 


ATTEND THE CS ~ ANNUAL NIAA CONFERENCE! 


—_— 
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Management's Role 
( tinued wm Page 105 


S wvey NIAA Members on Rea Jership 
Study of ‘Automotive Industrie 


\ 





INDUSTRIAL MARKETING 


The Eastern Industrial Adver- 
tisers, Philadelphia, heard H. D 
Elvidge, advertising manager of 
the Martin Parry Corp., York, Pa., 
lead a discussion with a talk on 
“Creating an Industrial Film 
supplemented by a three-reel show 
ing of a film made when he was 


advertising manager of the Read 


THE LOS ANGELES chapter is con 
lering D thy Ademson as its choice 
{ the NIAA conference nex 

June 
will do 
er than 


given to 


Cheesecake is a Stopper, 
Helps Sell, Says Weimer 


\ KK N. J b 


| 
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J. |. CASE USES FILMS 


for public relations for safety education 


Tne 
SAGA OF 


CAwbust SAM 


ALMOST CAREFUL HIRED MAN 


for dealer training for product promotion 


and for sales training °* service instructions °* consumer education 


A constant film user for almost 30 years, J. I. Case Company, lead- 
ing farm machinery manufacturer, has benefited from their carefully 
planned and progressive film program. Their experience continues 
to prove that the visual medium is a powerful tool for presenting a 


wide range of subjects accurately, effectively and economically. 


ATLAS FILM CORPORATION is proud of the fact that this indus- 
trial leader depends upon the skilled and experienced Atlas staff for 
top-quality films. For the production of films to meet your company’s 
needs also, the modern facilities and services of Atlas are available. 


Write or call us today about your specific objective. 


ATLAS FILM CORPORATION 


Creators and Producers of Motion Pictures, Slidefiilms and Television Commercials 
1111 SOUTH BOULEVARD OAK PARK, ILLINOIS 
CHICAGO: AUSTIN 7-8620 
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The BOAT is 


only the 
EGINMIN G 








... everything from 
cleats to cameras, 
winches to watches 





| New York 17, NY. : 
9-0715 | 





Gump Advertising 


Continued trom Page 33) 


fundamental soundness of its 
He has worked out 
any of the direct mail 


ol the 
sales philosophy 

1d perlected m 
techniques which kee p Gump custom 
ers and prospects inte rested in its line, 
and demands only one thing from his 


publication and direct mail advertis 
ing results! 

We don't 
chinery cs 
Ralph Will ims 
that way 
ful method 
highly eT 
them patented, 


that every 
npany could sell by 
agrees, “We 


ind have found it a success 


believe ma 
mail,” 
started 
a line of 


But we have 


gineered specialties, most of 
so that while we have 
plenty focor petition, gener ally i ak 
ifters exactly the same 

ire highly selective, 
vuld be 


instance, we 


hard to covet 
have a 
machine used by the 
but it is used only 
s selling chemicals in 
ocessors, So 
have sold only 
not support a field 


but it is a good 


Ts. we 


Phat would 


it im the 
industry was 


‘us small ‘ 


water » 


Chicago, and the selling price does not 
include installation costs. It explains 
that many of its customers are quali 
fied to make 


and that they should not be 


their own installations, 
charged 
for services supplied to only a few. 


The 


through five divisions, each of which 


Gump business is operated 


is he aded by a manager responsible 


for the operation ol his depart 


ment, from design and production to 


EIGHT-PAGE catalogs distributed in 


catalog files are preprinted for direct 


nail purposes 


im service I neering re 


ph sized, with top tater 


with 


Highly Selective Mailings 


The wivertisil lepart 
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"Chetty 


WANTE 


... by subscribers! 


PROOF: Industrial & Engineering Chemistry, the Workmagazine of the Chemical and 
Process Industries, has the highest yearly subscription renewal rate of any publi 
cation in the field — 80.1% of 33,902 not 80.1% of a small fraction of current 
expiring subscriptions 

e | & EC has no multi-year subscription deals! 

e No subscription salesmen! 

e Every subscriber pays cash for | & EC each year. 
Subscribers want I & EC because it contains about 200 fact-packed editorial pages 
every month needed by the chemists and engineers who buy and specify at point 
of origin. Original application data that starts buyer action in development and 
production before salesmen know when or where product information is wanted. 


..» by advertisers! 


Only I & EC —no other publication in its field —offers advertisers such a balanced 
circulation of: Officials * Works Executives * Engineers * Research Directors * 
Chemists * Consultants * Foremen and Supervisors—the 7-Group Buying and 
Specifying Team responsible for developing, changing and operating the processes 
in a multi-billon dollar market 





O O 


AWARD: 


Plan now for I & EC's 


Wtccceried INDUSTRIAL & ENGINEERING CHEMISTRY 


Process Industries.” Last year 


at the Buffalo Convention Key to original applications 


of the NIAA, this issue 


Kooi apt pomeonedotey Ls published by: THE AMERICAN CHEMICAL SOCIETY 
BA Advertising Monagemant REINHOLD PUBLISHING CORP. 


330 West 42nd Street, New York 18, N. Y. 


O 


NEW YORK + CHICAGO + PHILADELPHIA + CLEVELAND + FORT WORTH + SAN FRANCISCO ~ LOS ANGELES + SEATTLE 
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DID YOU HAVE ANY 
PARTICULAR FIRM IN 
MIND TO MOVE OUR 
EXHIBIT, MR. TODD? 





YOU BET- NORTH 
AMERICAN! THEY'RE 4 
THE MOST A¥RTICULAR 

IN THE BUSINESS! - 


Ship Your Display 


“FIRST CLASS” 


North American Padded Vans 
Deliver Exhibits in Perfect 
Condition, Right on Schedule 
You put plenty of time and money inte 
Y hy risk dam 
age ot delays with old fashioned delivery 


North 


leading 


your tradeshow displays 
methods’ ‘all American Ven 


Lines nation's long-distance 
meving organization for safle, quick 
handling at low cost 

Ne Delays 


build 


ectting up costs “ave 


No Crating 
(rates are caxpensive te increase 
shipping weight 
by using North 


classified phone book for 


American padded van 
eervice we 
your lecal North American agent. Get 
estimate and facts TODAY 
Personnel and Plant Moves 

Censult your Nerth American agent, too, 
when moving transferred personnel, or 
office of plant equipment. It costs no 


mere to enjoy this superior service! 


NORTH AMERICAN VAN LINES, INC, 
Dept. 1M2. Fort Wayne, Indiana 


viea’s Leading 


the Process Industries, Chemical Cat- 
alog, Thomas’ Register, MacKae's Blue 
Rook and other trade directories and 
reference books 

Publication ads are reproduced by 
offset and used for direct mail pur 
poses, usually accompanied by a sales 
letter which is full of information, 
without being high pressure The idea 
s that if the customer can use one 
or more of the 200 machines of the 
Gump line, he will be interested in 
knowing all about it. The advertising 
s intended to help him get the infor 
nator he needs 

The only important information 
ibout Gump products not included in 
the publication ads, direct mail and 
Many critics of in 


dustrial advertising bemoan lack of 


catalogs is price 


price information, but Gump has tried 
running ads with and without price 
data, and has found that it is bette: 
to sell the prospect on the importance 
to him of owning a particular piece 
of equipment before discussing price 
sar the 


current advertising is all writ 


ten to stimulate interest and develop 
ifter which price is related 
} 


myulries 


t the value t wv delivered in (,ump 


quipment 


Price Lists with Catalogs 


atior . keved to 
sts, as the changes in 


taken 


rapidly in recent years would 


costs which have 


es publ shed in the cata 
itter usually are in use tor 
by using price 
na net basis 
reprinting catalogs 
obviated 
gs distributed 
Sweets and 
preprinted for 
the ace mpany 
that thev have 
ivailable for 


Most 


us it has 


services 

t third class 

ished that first-class maul 
hetter 

nt is carefully 

1 schedules are 

of the small 

oks included in current 

i surprisingly good 

r foreign inquiries 

gain the company 

without foreign 

npany 

f.o.b. Chicago 


dollars 


service 


ent. i 
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DIRECT mail piece like this bulletin 

on coffee granulizers are mailed third 

class, after studies showed that first 
class pulled no better 


s assured before the machinery ts 
shipped. 

The company’s catalogs are well 
printed, with generous use of color, 
and give the complete answer to cus 
tomers’ questions regarding — the 
special purposes of each machine, with 
drawings supplied to show construc 
tion and method of operation. Testi 

onials from all parts of the country 
that prospects may 
“ask the man who 


There is a special catalog 


ire included, so 
be in a position to 
owns one 

r each line of products 

One of the reasons why Gump is 
ible to get and hold business without 
salesmen is not only that it has bee: 
serving the field for years, but 
that it guarantees its products almost 
meonditionally. Formerly it offered 
t permit 1 customer to return any 
ichine that was not satisfactory. but 


lav the uarantee is qualified to 


ver satisfactory performance, and 
the company’s service engineers are 
ivailable at anv time to insure that 
result 

Because of dominant position in 
the coffee trade. Gump g 


this field through the pub 


ives sper il 
iftention to 
cation of a house organ, “Production 
is sent out with form 
ot 


Progress” whicl 
etters and reprints of advertisements 
iddressed to that field. The informa 


this public ition is of general 


and the ymercials” are 


ted 


Recause the has heer n 
und has been 


wars and all the 


1950 


throug depre rons 





RTONS 


rROTH + BRIG! 


PLASTAFOL CA 


If it’s customers you’re after... 


cut into Modern Packaging’s ‘‘ACTIVE READER TRAFFIC’ 


ts inquiries you re after 


n worked hard for the 


sdvertising 


1p 
company s vou the opportunity of getting 


more i 


nt write tor 


ld of a product of interest n the 45 industries 


nsequentiy, not only did pac n used in volum 
ead. but abx 


d trouble to write! 


equipment are 
yuut one hundred a 

Want more evidence of Modern Packagin 
Reader Traffis Need more information 
billion market that packaging represents 


il and we'll 


research ftormula 
Modern Pack 


ind read each ad, but 


wuld by sore 
traffic through 


e out total reader 
} h noted 


g in terrns of all w sa note or give us a ¢ 


ather leave tl actual facts 


Voy Wj 
packaging 
; C ail 


A BRES KIN PUBLICATI 


122-LEast 42nd Street - 


na 


' 950 
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Mode rh P 


them from 


glactly 


ac kaging 


ilert readers who make pure hasing decisions 


where pa kaging materials and 


Active 
m the SO 
Just drop 


bring it 
MEMBER 


AUDIT BUREAU 
OF CIRCULATIONS 


ON 


New York 17,N.Y 











uced a 
BOOST! 


Consider the magazine 
which reaches the 
men you most desire 
to contact in the 

Milk Processing Field. 


Every fourth bite of food consumed 
by the American public is a prod 
uct of the fluid milk industry. 

This Multi Billion Dollar 
produces | 20 Billion pounds of milk 


Industry 


yearly 


With few exceptions all milk must 
be pasteurized . . . Moving this tre 
flood of milk from the 


farm to the processor the same day 


mendous 


requires a vast amount of equit 


ment 

Milk Plant Monthly gives you easy 
access to this vast incustry ver 
80 of its readers are key men in 


milk processing plants 


Consult 


today or write us for detailed in 


your advertising agency 
formation 


Established since 19/2 


A.8.C. Audited Since 1929 
March Net Paid 
Circulation 8,148 


Milk Plant Monthly 


327 South LaSalle Street 
Chicago 4, Iilinois 





Variations of the business cycle, the 
f its management that it can 


better 


opinion ‘ 
handle 


than compatiies with fixed sales over 


depression conditions 


head is imteresting ump increases 
its advertising when business is poor, 
while some of its competitors may be 


forced to 


their sales organiza 
Thus it 


sullers compa atively little in periods 


reduce 


ions and promotion expense 


I general 

We believe our method of opera 

s just right for the B. I 

Lo said Ralph Williams recently 
don t 

lor m 


dow nswings 


tier Gump 


uivocate it as a general 
ichinery manufacturers 
a special marketing 


We do be 


our method holds our saies 


of whom has 
ompetitive situation 
that 
it a minimum, while permitting 


of the 


usiness in our markets 


1 satisfactory share 


ivailable | 


‘We think, too, that our experience 
has proven that advertising can do a 
bigger job in creating sales than it 
is usually called upon to perform. We 
demand results, and we get them by 
tailoring our copy and our methods to 
the specilx needs of each class of 
buyers. 

“If there is waste in much industrial 
advertising, it may be because the 
manufacturer has not set a specific 
goal for accomplishment, and has not 
demanded that it perform at maximum 
etfiorency 

Advertising is the life blood of this 
business, and we depend upon it for 
our sales. But we know that it takes 
care ful planning and care ful follow up 
of inquiries, with prompt a knowledg 
ment of each prospect's request for in 
formation, to get the most out of our 


expe nditures ” 





Census: Metalworking 
niinue lrom Pace 36 
Lo4, 
in metal working 
sitions has declined 15 


with my > ft 


ull industry. But since 
volume 
com 
wv all industrial 


There is no visible reason for this 


sharp curtailment of 
procd the 
inufacturers tend to 


promotion, bx 
unfortunate axiom that most 
over-advertise 
ss is lush and to cut bud 
trickle 
ver the 
of the 
meentrated in 13 
1 the plants These 


when orders stop 
transom 


primary metal 


na. California, Cor 
Maryland 
New York 
West Vir inta 


Indiana 
“ rreey 


Ivania 


ield als 
concentration 


12 states 
Thes 


t vedune ts 


= 


lable Metal Producing 


metal industries 

ed metal products 
except electric) 

achinery 


ents and related prod 


ilifornia, Connecticut. Illinois, 
Indiana. Massachusetts, Michigan, 
Missouri, New New York, 


Ohio, Pennsylvania, and Wisconsin. 


In the machinery (except electrical } 


ire ( 


Jersey ° 


industry, 93°% of production is found 


in 15 states: California, Connecticut, 
Illinois, Indiana, lowa, Massa husetts, 
Michig an Minnesota Missouri. New 
New York, Ohio 


Tk Yas and W iconsin 


Jerse . Pennsyl 


Vania 


13 Make Electrical Goods 
About 95° of the 


Is produc ed if 
Illinois 
Massachusetts 


electrical ma 
California, 


Mary 


chinery 
Indiana, 
Minnesota Mis 
New Jersey New York. Ohio 
Pennsylvania, and Wisconsin 
Michigan has 53 duction of 
otor vehicles and parts Ohio 
und Indiana account for 9% 


New York has 4% and Pen: 


Connecticut 
land 


sourt 


ot pr 
while 
each 


svly inia 


oast produces 
raft. fig 
largest factor 


While the 


; oO ° ir’ 


and Metal Working Industries are 


entrated 





Number in which 
X percentage of 


is concentrated 


! state 


industry 





13 states 
? states 
15 states 


5 states 


ucts 5 states 





INDUSTRIAL MARKETING, April, 1950 





Now —Kimberly-Clark brings you 


Premium Papers at 
Standard Prices! nites... 


wcid liquor, form laps of sulphite pulp Added 
this basic paper ingredient for 1950, are the 
exclusive LongLac sulphate fibers. Now Levelcoat 
has a new smoother printing surtace, greater fold 


ng endurance, briilant new whiteness that fasts 





Hello, Levelcoat! Precision-coated paper winds 
off paper machines turning out 500 tons a day 
Only the highest grade white Georgia clave are 
used in the coating process; and with the new 
formula 1) Leveleoat provides even more 
uniform ink reception, brighter, sharper repro 


luetion than ever before 


BALSAM AND SPRUCE LOGS — READY FOR THEIR 
DRAMATIC TRANSFORMATION INTO 1950 LEVELCOAT 


Now you can make every impression presses, you ll discove iow econ 
1 far better impression — without an omy and depe ndabilitv. Finally, in 
increase in printing cost! For Kim- comparing reproduction with that of 
berly-Clark’s four new fully-coated any other paper, at any price, you 1 
Leveleoat* papers with new fiber, agree there's a striking new diflerence 
new formula, give you premium jual in the quality of printing achieved 


ity press performance and reprodue with less ink on 950 Levelcoat 
An ounce of prevention! Gloss meters measure 

surface contour and gloss of each lot of paper 

You'll see new whiteness and quirements — for long runs or short rt re many other checks, too—79 in all 


tion—at the cost of ordinary paper! So regardless of your paper re 


brightness, feel new smoothness, in runs, for broadsides, magazines or onstituting the industry s most extensive qual 
: . . ty control evstem. That's ho t's known nev 
all four 1950 Levelcoat papers. In house organs—look to Levelcoat for ' . wi own new 

Leveleoat es the press performance and re 


make-ready, on low or high speed printability at its best production of higher-priced ' 





Before choosing any printing paper — Look at Leveicoat 


New HIFECT* Made with strongsulphate’ New TRUFECT* Whiter, smoother, fol KIMBERLY CLARK 
oon ‘ ; » Bikes i. J res fiers faster t eer 


CORPORATION 
Kimberly 


New LITHOFECT* For finest o New MULTIFECT* An economy sheet NEENAK, WISCONSIN ow 
printing Lith ect provides ar sture } for volume printing o e new Long 


k-resistant coating with strong base Lac fibers, Multifect | added strength 


p) 
heet. Renders colors without loss of denaity betier toldability, greate ilormuity 
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CONSTANTLY 
CERAMIC BULLETIN 
CARRIES TECHNICAL INFOR- 


MATION NECESSARY TO THE 
CERAMIST ? 








NET PAID CIRCULATION 
5297 


The American Ceramic Society 
has been engaged for 50 years 
n publishing research literature 
affecting the silicate industries 
Copies of C. B. are kept in bound 
form and are found in leading 
public and industrial libraries 
in the United States and foreign 
countries 


C. B. Is Read by the Men 
Who Create Ceramic 
Business 


SPEAKS FOR READER 
ACCEPTANCE DUE TO 
EDITORIAL CONTENT 


The Ceramic Bulletin goes to 





members of a professional soc 

ety all of whom are either small 
plant owners, officers of corpo 
rahions. or tec hn < al personnel n 
the ceramic industry. It is these 
persons who determine editorial 
policy through a committee ap 
pointed by them All editorial 
material in this publ cation is of 
by and for ceramists 











CERAMIC BULLETIN 
published by 


American Ceramic Society 
2523 WN. High St.. Columbus 2, Ohio 











116 


year 


withheld by 
us to avoid dis 


f individual es 


the country s ship 
neentrated in California, 
York and Virginia 
vivania and New York 
{ the locomotives and 


of the railroad and 


P 
ennsvivania 


nt tied ) 


nd in Illinois, Mass: 


New York. an 


each division 


ndustries Pennsyl 


netal products Ohio 


ept electrical 
lose second 


ery——Illinois 


equipment-— Michi 


ew York 


the value of 1949 


output at >: 3.9 billion 
» slight decline in bY50 
which will still be the 


in the industry's 


ire expected to be 
schedule ! revised 


ed in effect by steel 


the expected 
‘Lou illect prices 
earetT pr 


d th ! ug 


nanutacturers 
6.250.000 ears 


11999 record of 


presents a 
took 200.000 


it the 628.000 


surtace, ap 
hhrency of the 
re drawing con 


pare the cor 


of the 1949 autor 


‘) predecessor ter 


sought by car 


study mechani 


zation tor io 

Construction, a big user of steel, 
ilso enjoyed a record breaking year 
in 1949, with about $19 billion of 
work put in place. About the same 
physical volume ts expected in 1950 

Machinery did not do as well as ex 
pected in 1949 and the outlook for 
1950 is uncertain. One of the most dis- 
satisfied and vocal segments of the 
field is the machine tool industry, 
which insists that government de 
preciation polic ies for tax purposes 
are resulting in erosion of the coun- 
trv’s economy by discouraging the 
purchase of new equipment 

W hile none of the tax experts 
queried by InpustriaL MARKETING 
agreed with this diagnosis, American 
Vachinist s Mid-Century Inventory 
of Metalworking Production Equip 
ment indicates that something 18 


radi ally wrong 


Tools Are Wearing Out 


This inventory shows that 21‘e of 
the nation’s machine tools, 28°o olf 
its metal forming equipment and 11% 
of other shop equipment is more than 
20 vears old. Ten vears old or more 
ind equally wasteful by mod rn stand 
ards are 43 of the machine tools, 
= of the metal forming equipment 
und 34 of other shop equipment 
Savs 4VW 

It the present trend of inadequate 
re pl wement of old machines is not re 

d. by 1955 more than three out 
whine tools in this country 

it least ten years old.” 
startling variation in net prot 
vorted by manv manufacturers i 
business f{ supplying the metal 
ng field in 1949 also indicates 
time has arrived to re-ex 

irketing practices 

than any other. the 
needs to ef 
pr duction economies 
utsta wing opportunity 


ean provide this in 


watching the Washi 2 
centrated on 
reported one 

sales manage lood pressure 1s 
owel d ire higher. Our 
ospects have mo and will con 
to have it as long as national in 
» exceeds $200 billion. We have 
equipment they need to maintain their 
mpetitive positions Wi if more can 
vou ask 
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“OUR NINE DEPARTMENTS 
ALL READ YOUR 


" EXCELLENT MAGAZINE™ 


? 
Says HORACE TURNER, M_D., Administrato: 


DEACONESS HOSPITAL 
Spokane. Washington 


Bratentes & 


Osp ta 


A $2,000,000 institution. 200 beds. 44 bassinets 


More Proof of How HOSPITAL MANAGEMENT 
Blankets the Buying Group in Hospitals 


Naturally you must reach top management when 
you address the hospitals of America, now spend- 
ing far more for new buildings, improvements, 
and equipment than ever before .. . 

BUT, you also need coverage of the depart- 
ment heads who use and specify products and 
services. If it’s a food product or equipment item, 
you must talk to both the superintendent and the 
dietary department head; if it’s linens or blankets, 
to the housekeeper as well as the administrator; 
if it’s a surgical item, to the surgical supervisor or 
superintendent of nursing, etc. . 

And HOSPITAL MANAGEMENT gives you 
coverage of the administrators, all right — largest 
net paid ABC hospital coverage ever offered by 
any hospital publication at any time. 

But more than that, HOSPITAL MANAGE. 
MENT gives you penetration to every level of 
buying influence! Because it is editorially depart- 


mentalized to coincide with the departmentaliza- 


tion of the hospitals themselves, 88.56% of admin- 
istrators regularly direct the magazine to those 
department heads on whose recommendations 
they make purchases! 

Here’s coverage! Here’s penetration! Here's 
the type of readership you must have to do an 


Management 


CHICAGO 11 


pital market! 


100 E. OHIO STREET ° 


ergest met peed ABC hospeal circulation 


Le 

Two extremely revealing new surveys are 
© no hf one caverimg architects 

amen + covermg food and equipment 

ead them before you write another space 

order m thu feild! 
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Advertising Volume 


Continued trom Page 65) 


Industric! Group 


*Or you can cover the en 
tire target by advertising 
in The Knitter and Tex 
tile Bulletin (serving the 
spin-weave division of 
the industry) Special 
combination rates are 
available and one plate 
will suffice for both 
publications 
Product News Group 1950 


Volume figures for product news 
ion publications listed below 
1 1/9 page units (approximately 


THE KNITTER is the only jour- not in standard /x10" p 
nal in the country edited ex- eerie Rye 
clusively for the manufacturers Ee News 
and processors of hosiery and 
knitwear products. It serves the 
industry like no other publication, Plasties World 
and consistently offers more techni- —_ oa ~— 
cal information on knitting than any 
other magazine. Because of this spe- 
cific type of editorial content, The 
Knitter is thoroughly read and high- 
ly respected by the Industry Sade Qu 
THE KNITTER is the only publication 
whose advertising pages allow you to sell 
directly to this rich, exclusive market 


New Equipment Digest 


Complete information will be sent on request 


CLARK PUBLISHING COMPANY 


CHARLOTTE, NORTH GAROLINA 





For Up-to-the-Minute Market and Media Data 


use your 


new 1950 edition of the 


MARKET DATA NUMBER, 
INDUSTRIAL MARKETING 


i 





ibist 
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Trode Group 


Export Group 1950 1949 
Poges 


H ; tw tit ‘ 1 
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You can make 
good use of this 
S. D. WARREN CO. 
idea in your 
business 


me: 


- f 


Read all about it in the April 15 issue 
of THE SATURDAY EVENING POST 





Export Group 


is your problem 


, heunt.... 


your product 


LOULIPMENT NEWS resulted tr correct 
. . . figures for their January ssues Correct 
figures (in 1/9th pages are 655 for 
in an ex | | wif 1949 
NOTE: The above figures must not be q 
reproduced without permis 


° ° El Embotellado 
perhaps a specialist can hele You “anton tic 


kl Embotellador, Keller Pub. Co.. New 
‘) York, were inadvertently omitted from 
. 


this department. These are 4 pages 


phone EAsTGaTe 7-0100 or write for January, 1950; 31 pages for Jan- 


GENERAL EXHIBITS .,. 
. A. Tucker Appointed 
AND DISPLAYS, INC. ASME Publications Manager 


210 ) NORTH RACINE AVE S. A. Tucker has been ippomted pub 

CHICAGO 14, ILLINOIS lications manager by the American So 

ciety of Mechanical Engineers, with 

DESIGNERS AND BUILDERS NATION-WIDE INSTALLATION 6BERVICE idministration responsibilities for all 
ASME publications, including Mechan 
u = Engineering {SWE Mechanical 
Catalog & Directory {SWE Transa 


ns and others Editorial responsi 





bility will remain with the several edi 
tors of these publications 

Frederick Lask former advertising 
manager, and now on the society's re 
tirement list, will be on a consultative 
basis and will remain in charge of ad 


vertising tor Vechanical Engineering 

Former Catalog Editor J. M. Clark will 

become manager of the ASWE Catalog 

& Directory, handling sales and edi 
sl funetior 


Worthington Program Aims Overseas 
Worthington Pump & Machinery 
Corp.. Harrison, N. J.. has awarded cer 
tificates to 12 engineering students from 
foreign countri " completion of 
ng program 
Built Up impulses Create a Terrific Impact! ne ¢ t application of the 
ind the full force of the impact created 
by a consistent advertising schedule in the 
IRON AND STEEL ENGINEER will Marshall Plan Explained 
release the buying impulses built up in the \ question-and-answer booklet about 
minds of key officials of the billion dollar annual the Marshall Plan, its beginning. opera 
stee| mill market in favor of your products, , flect on Europe and the United 
supplies or services W rite today for your copy tes omplishiment nd goals, has 
of our new N.1.A.A. Sales Presentation Outline heen prepared th conomic Co 
IRON AND STEEL ENGINEER, 1010 Empire peration Admir 0 opies may 
Bldg.. Pittsburgh 22, Pennsylvania e obtained from the Office of 
niormation, BOO Cx etn Ave N.. 
Washingt 5 D. ¢ 


t 














INDUSTRIAL MARKETING, April, 1950 





Problems 


Continued from Page 


Headquarters for LP-Gas 
through space hoping that perhaps Information Since 1931 
vou could see him land. This same 


trait persists and so with suspended 
ation you can gain longer attention 
The other day we saw a beautiful 
pile of golden brow: pare akes in four - 
colors, slipping gently through the air 


a Ns a | age _.. WILL CARRY A 


was done ( 








aa avant, eb today esmee iz ' : 
storm crwe'vee |] Guaranteed Circulation 
OF 10,000 PER MONTH 


There will be no increase in basic advertising 


Education for Employes 
rates for the period 


My company has been cart 
te a bit of educational we Per thousand circulation advertising rates will 
th office and plant employes be 20% lower than 1949 
ch has largely been done by ¢ 
ersonnel .departments a a 
Now they are asking me for ideas 


ind suggestions What are other 











Survey after Survey shows 


nivertising men doing along this 


e to help give our people a better Butane-Propane News is the Best Buy! 
lea of what has made America 
reat and given our people the Recently several manufacturers conducted a series of surveys to deter 


ghest standard of liv neg 
While I am eatly interested. | read by their own customers 


mine which publication serving the LP-Gas industry was preferred and 


feel unable to be of any substantial Conducted on a national scale and covering several different industry 
help. Have vou any suggestions groups with an average return of better than 36 survey after survey 


= ni > 2 » > 2 », 
ADVERTISING MANAGER showed a uniform and consistent preference for Butane-Propane News 
let's look at the results 


Much has been written about this 
here and elsewhere. The Advertising 75.3% of the returns from manufacturer's own customers show they 
Council. 60 } 9nd St New York prefer BUTANE-PROPANE News 


has a complete program. The Commit 92.5% read BUTANE-PROPANE News 


tee for Constitutional Government, 

} nd S N \ . ; > 20.3% of BUTANE-PROPANE News’ circulation is unduplicated by any 
om t., cw ork 17, The other notional publication for this industry 
uundation for Economic Education, 
Inc., Irvington-on-Hudson, New York. Proof that more coverage and better results can be obtained by 
the National Association of Manufac 
, 

turers, 231 5S. LaSalle Street, Chicago, A comparative analysis of these surveys on a cost basis reveals 
and the United States Chamber of 


centrated schedules in the leading publication 


Commerce and local chambers are co A 12-page schedule in B-P News will reach 90% of the buying influ 
ences of the entire industry at a cost of $2400 
operating. The use of two national publications in this industry will achieve 95% 
We suggest that you get in touch coverage at a cost of $4,320 a 5 increase in coverage at 80°, 
with all of these and begin to study more cost 
their recommendations The Henry Concentrating schedules in B-P News saves the advertiser 44% in costs 
George School of Social Science has with only 5 less coverage 
a » ‘ ~~ rie 4 < « > 
ee en en ae Only BUTANE-PROPANE News is necessary to cover the industry! 
You too, con determine which publi your cust s and prospects reed and 


prefer by conducting your own survey oat ovr expense. Write for details 


did work along this line. Using vol 





unteer discussion leaders, they arrange 
a plant disc ussion meeting, one eat h 
week through a ten-week course. Most 


ADVERTISING OFFICES 
companies that have tried this find e NEW YORK 18 
that it is much more effective than 1 Weer 2nd Srest 
passing on occasional advertisements, A Jenkins Publicetion om ane 5 
speer hes, etc. to en ployes We have GM'S 1064 Peop es Gas Bidg 
WAbash 2 2584 


had some contact with John Monroe TULSA 


here in Chicago at 236 N. Clark St. so 198 Sewth Alverade Street 134? $. Bost 
Los Angeles 4, Colif. - DUnkirk 7-4337 Phone 2.5726 





f vou cannot locate a local office near 











su, we suggest that you write him 
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of Industrial Sales and Advertising 


U.S. Asks Industry Aid in ‘Cold War’ 


Ad Council Approached; 
Companies Urged to Issue 
Literature Overseas 


W asnivncton— 1 
is asking U.S. industry to assist in carry 
ing out the nation’s policy of “total diplo 
macy by getting the facts about Ameri 
ca to the » ople of Asia and other world 
hotspots 
The State ce partment through speci il 
assistants assigned exclusively to con 
tacting private industry, ts asking in 
dividual companies to distribute litera 
of American business methods 


gh overseas outlets 


e need tor such assistance vy in 
OFFICERS AND DIRECTORS of new tf Club of Chicago (from left, front row) dues le code nt officials said : evi 
George A. Pope, Foundry; Robert H. Irvine, Thomas Publishing Co.; George H danced by (1) the inadomensy of the é: 
Turner, Industrial Press, Inc.; M. M. Whitfield, Hardware Age; (back row) E. W : "i ? 
Robb, Conover-Mast Corp.; Dwight H. Early, publishers’ representative; Roy partment's information budget to carry 
Gurley, Modern Railroads; Ray N. Whittington, McGraw-Hill Publishing Co.; out the task completely and 2) the fact 
Ralph O. McGraw, Modern Industry; Frank D. Thompson, Sutton Publishing that U. S. propaganda is inevitably less 
¢ Carroll H. Thomas, Putman Publishing Co.; Ernest S. Klappenbach, Oil and ellective 
Gas Journal; William W. Brown, The Plant 


than a message under the sig 
nature of companies doing business in 
world markets 


Secretary of State Dean Acheson 


Space Salesmen Elect . , ecom ee reside am placed the department's case before the 
Irvine to Head New Club ae Witten & : | 
ctors are Ray ittington, Me 
, oO} ne , ihlishing Co Ralph Me 
Ind Dwight Early 


Will 


( aco More tl 


Van Cleave in Displays 


CONTRARY to the popular notion 
all advertising men don't die young 
Proof is O. J. Prentice, 83, who was 
interviewed by announcer Elizabeth 
Hart on a radio broadcast celebrating 
his 56th year in advertising. Mr. Pren 
tice has resigned as advertising man- 
ager, C. A. Dunham Co., Chicago heat- 
ing equipment maker, to become an 
advertising consultant 
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Commerce Department Ad 
Unit Will Study Services 


Wasnivctron—First project of the 
Commerce department's new advertising 
advisory committee will be an extensive 
study of the department's services and 
facilities useful to industry 

Among the services studied will be 


4.000 publications issued annually 


Ine 

ithor 

bree 
Paul B 


Fairchild's 5 Business 
Papers Join ABP 
‘ublication 


Fairchild | 


10 Films on Economics Made 

by Transfilm for McGraw-Hill 
Transfils Inc... New York. ha 
leted a series 10 trainir 
onan 


MeGraw-Hill Bool 


Pittsburgh Equitable Names Smith 
Harrv W smit! Ire New York, has 
name handie te« il pub 


Meter 


THE LARGEST INDUSTRIAL 
CIRCULATION IN CANADA.... 


Here's a next-door, $16 billion market you can explore easily 
and quickly through Canada's largest industrial circulation 


CANADIAN INDUSTRIAL EQUIPMENT NEWS. 


It not only has the largest industrial circulation, but it also 
carries regularly more United States advertisers than any other 
Canadian industrial publication. 


In its wide horizontal coverage, CIEN reaches key men in all 
industries: manufacturing plants (including the large food and 
textile fields); public utilities; transportation companies; govern- 
ment departments, and other users of industrial products in all 
provinces. 


They total 195 major classifications of Canadian industry. 
Circulation of more than 15,000 is CCAB audited, and con- 
tinuously checked to maintain effective readership. 


High editorial standards, plus complete coverage, 
make CIEN the number one medium in the Canadian 
industrial field. Representatives in 15 United States cities. 


wine diet : 
NATIONAL BUSINESS PuBLICATIONS 
Lerma _ 


Head Office: GARDENVALE, Que., Canada 


MONTREAL @® TORONTO ® VANCOUVER ® NEW YORK ® CHICAGO 
PITTSBURGH @ SAN FRANCISCO © LOS ANGELES ® LONDON, Eng 


Publishers of: CANADIAN MINING JOURNAL, PULP & PAPER MAGAZINE OF CANADA 
ANADIAN FISHERMAN, CANADIAN FOOD INDUSTRIES, CANADIAN OIL & GAS INDUSTRIES 
CANADIAN INDUSTRIAL EQUIPMENT NEWS. PRODUCT NEWS, SHOP, CANADIAN REFRIGER 
ATION JOURNA LOCKER PLANTS & FROSTED FOODS, THE CANADIAN DOCTOR 
CANADIAN JOURNAL OF COMPARATIVE MEDICINE. and the following annuals CANADIAN 
MINING MANUAL PULP & PAPER MANUAL OF CANADA, NATIONAL DIRECTORY OF 
CANADIAN PULP & PAPER INDUSTRIES. INDUSTRIAL EQUIPMENT HANDBOOK, CANADIAN 
PORTS & SHIPPING DIRECTORY (bi-annvuo 
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WHO CAN TIES SELL? 


THOMAS Adver-TIiES 
up to your neck for a novel new product- 
identification angle.) 

THOMAS Adver-TiES round out a collar 
in four-in-hand fashion they also 
round out all-out promotions. 


(when you're 


For low-rental space with a terrific 
readership put your employes (necks) 
to work. Dress them in THOMAS Adver- 
TIES 


E. L. THOMAS & CO. 


2651 University Ave 
St. Paul 4, Minn 








THOMAS 
Adver-TIES 
Cost % LESS 


Your product or 
identification 
painted on tastefully 
fashioned tres of a 
cost thet averages 
% less. 








Write For Costs 
And Information on 
TIE-Identification 











ANOTHER 
REASON 


you attention to mténeate deta 


WiLL 
LIKE 


‘The Plant’ Makes Debut 
with 51 Advertisers 


Sr. Josern Micu.—Plant Publishing 
Co., has published its first monthly is 
sue of The Plant, dated April 

The 100-page issue carries more than 
) pages of advertising by 51 advertisers 
\ full-page editorial, entitled, “Why 
The Plant Came Into Being,” gives this 
explanation by the publishers of the new 
publication 

You have known us for years as being 
with the Maujer Publishing Co. that for 
4) vears published /ndustry & Power 

(hur move was precipitated, in brief 
by continued disagreements, as to basic 
management und = «editorial policies 


mong the owners of the companies 


Reynolds Heads New Films-TV-Radio 
Section for Fuller & Smith & Ross 
Fuller & Smith & Ross, Cleveland 
agency has es 
tablishes 1 new 
entral depart 
ment of commer 
il films telev 
ion and radio un 
ler direction ol 
Richard F. Reyr 


ormerly radio 

was 4 separate de 

partment Mr 

Reynolds Reynolds has beer 

lirector of films 

948 and has been 

years The 
oductio 


$863,989,480 Spent 
on Direct Mail in 1949 
The total dollar vy of direct mail 
United States during the calendar 
of 1949 was $863.989.480. the D 


\ 


mittee on 

ft direct mai 

committee's 

i survey based 

thonnaire sent te 1 large group 


hat 


AMA Names Sevin, Juraschek 


photo engraving company 
LINTON ST 

6 rae twets 
TELEPHONE FR.-2-6343.44-45 


I American Marketir \ 
1A SOUTH i (.hharte evi 


HIiCcAG Q 
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SEND FOR THESE HELPFUL SELLING TOOLS 





401—101 Jobs 
Advertising Can Do 
Here’s a check-list covering the many 
industrial advertising. Ac- 


CIRCLE 401 ON READERS’ SERVICE CARD 


402-—How to Select 
An Advertising Agency 

This 16-page booklet offers 35 points 
to investigate when selecting an indus 
trial advertising agency. It’s prepared in 
an easy-to-read, question and answer 
style. Offered by The Harris D. Me- 
CIRCLE 402 ON READERS’ SERVICE CARD 


403—Six Slide Films To Help 
Employes Understand The Need 
For Economic Freedom 

Your employes should be told the 


developed a well-organized, inexpensive 
program to help Americans understand 
the need for ec d It in- 
cludes six sound and color slide films, 
and six sets of 25 booklets in full color 
reproducing the films. The films are also 
ideal for showings before school, church 
and veteran groups. A well prepared, 
well-organized folder gives additional ce 
tails. 


CIRCLE 403 ON READERS’ SERVICE CARD 





404—-What Color Research 





CIRCLE 404 ON READERS’ SERVICE CARD 


405—The Story of 
A New Magazine 
Conover-Mast Publications, New York, 


company’s new 
tion Equipment 

let discusses, (1) an editorial technique 
that uses more pictures and fewer words, 
(2) an un size and format, @) ae 
cire d by 


construction ‘distributor organizations. 
CIRCLE 405 ON READERS’ SERVICE CARD 





CIRCLE 406 ON READERS’ SERVICE CARD 


407—Catalog of Paper Samples 


Northwest Paper Co., Cloquet, Minne- 
sota, offers a ~ all catalog printed on 

12 different kinds of paper recently 
made by the company. The back cover 
lists 64 Northwest Paper distributors lo- 
cated in all parts of the nation. A four 
color picture of a Northwest “Mountie” 
makes a most effective cover illustration. 


CIRCLE 407 ON READERS’ SERVICE CARD 


408—New Directory of Jobbers 
& Manufacturers’ Agents Serving 
Farm Equipment Industry 


The market research department of 
Implement & Tractor really went to town 


analysis of the 

facilities offered by more than 1800 
manufacturers’ agents, automotive and 
farm equipment jobbers serving the farm 
equipment field. It tells, (1) type of dis- 
tribution service offered, (2) size of sales 
force, (3) products handled, (4) terri- 
tory served, etc. 24 pages. 


CIRCLE 408 ON READERS’ SERVICE CARD 


409—An Advertising Agency 
Issues An Annual Report 


Although this was intended to be, and 
is a good annual report, it also accom- 
plishes another important function. It 
does a bang-up job of showing how « 
well organized agency functions. Offered 
by James Thomas Chirurg Co., it’s a crow 
section view of one of America’s big agen- 
cies at work. Sure, it sells Chirurg—but at 
the same time it some things 
bun anes ends ated o> 
terest to most of us. 


CIRCLE 409 ON READERS’ SERVICE CARD 


410-——Catalog of Photo Mural 
Scenes For Office Or Home 


RCS Studios, Chicago, offer a 20- 
“Photolog” which pictures 90 breed 
taking scenic views which can be made 


Readers’ Service Dept., INDUSTRIAL MARKETING 5004 
Please send me the following research and media dota: 


402 403 
410 411 


401 
409 


404 405 
412 


408 
416 


406 407 


413 414 415 


(Please priat or type information below 
Note: Inquiries for items listed not serviced beyond July 15, 1950 





BUSINESS REPLY CARD 


First Class Permit No. 9%, Sec. $10, P. L. & R.. Chicago, i. 





Readers’ Service Dept. 


INDUSTRIAL MARKETING 


100 East Ohio Street 


Chicago 11, Ill. 








SEND FOR THESE MARKETING AIDS 





CIRCLE 410 ON READERS’ SERVICE CARD 


411—Who Uses Diese! Engines, 
Accessories, — Fuel 

discusses, and 
"tate and and figures on 15 


This 2 
gives ~y = 
markets 





accesories ae no A special section ex- 
plains editorial policy, includes circula- 
tion figures and space rates for Diesel 
Progress. This file follows outline recom- 
mended by the National Industrial Ad- 
vertisers Association. 


CIRCLE 411 ON READERS’ SERVICE CARD 


412—How To Get Good Field 
Photos For Industrial Ads 


De you have the problem of securing 
good pictures for use in industrial ads, 
direct mails pieces, bulletins, etc.? Me- 
Graw-Hill offers a field photo service 
that can do this job for you. Organized 
some 20 years ago to get good pictures 
for feature articles in McGraw-Hill pub- 
lications, the service is used by many 


CIRCLE 412 ON READERS’ SERVICE CARD 


413—How Automotive Products 
Move To Market 

Here's a graphic chart which tabulates 
the b of tive retail and 
wholesale outlets in each classification, 
their sources of supply, and their cus- 
tomers. It shows the percentage of total 
volume of typical products 
that flow through each type of outlet 
both at the wholesale and retail levels. It 
indicates the type of outlets that buy di- 
rect from the manufacturers and those 
who buy th automotive jobbers and 
other types of automotive di 
Prepared by The Tire, Battery & Acces 
sory News, New York. 


CIRCLE 413 ON READERS’ SERVICE CARD 





414—Full Color Printing At 
Half Former Costs 
Small quantity run full-color letter- 


er offered by Perfex Corp., 
The unconventional Perfex method em- 
ploys exclusive colloidal surface halftone 








BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 510, P. L. & BR. Chicago, iM. 








Readers’ Service Dept. 


INDUSTRIAL MARKETING 


100 East Ohio Street 
Chicago 11, Ill. 


INDUSTRIAL MARKETING 5004 


plates made in the usual way—from color 
full-color artwork, or di- 


production men. Typical price informa- 
tion is also included. 
CIRCLE 414 ON READERS’ SERVICE CARD 


415—-How Much Business Will 
Spend for New Plants And 
Equipment in 1950 


McGraw-Hill’s department of eco- 
nomic surveys has prepared a study, 
“Business Plans For New Plants and 
Equipment, 1950,” that is “must” read- 
ing for those concerned with industrial 
selling and advertising. Its 12 pages, and 
16 charts, tables and illustrations tell a 

graphic story of how much 
\ plans to expand in 


outlook for Hong onl plans hee inaseep 
ing capacity. 
CIRCLE 415 ON READERS’ SERVICE CARD 





416—Do You Make A Product 
That Is Hard To Label? 


Here is information about 
labels that require no water. 
Ideal as removable lebels, 
stickers, instruction labels, specificati 

combination labels and price 

tabs. Easily applied to hard-to-label sur- 
faces, they stay put—yet they are easily 
removed. Kleen-Stik Inc., Chi- 
cago offer a pocket-size folder that tells 
the entire story. 


CIRCLE 416 ON READERS’ SERVICE CARD 





“ma USE THESE RETURN 
CARDS FOR PUBLICATIONS 


MENTIONED ON THIS PAGE 
. 

These handy return cards will 

save you time and help you get 

facts to aid in your market plan- 

ning. Use them today! Indus- 

trial Marketing's fact - packed 


Readers’ Service Dept., 
Please send me the following research and media data: 
401 402 403 404 405 406 407 408 
409 410 411 412 #413 «#4414 «415 


416 
(Please print or type information below! 
Note: Inquiries for items listed not serviced beyond July 15, 1980 


advertising pages contain clues 
to more efficient marketing of 
your products. Check these 
pages now. When you write IM 
advertisers mention Industrial 
Marketing. Or use these cards 
to get booklets offered in IM's 
advertising pages. 





U. S. Asks Industry Aid ; 
sithdaiad 12: 7 fey salesman is a ctor salesman 


from Page 


with the Trans-vue 
VisSi-kiT 
v4 
4 


Sales Managers ...Ad Men... 
Sales Promotion Men... 


VISI-KIT is one of the best sales presentation binders we 

have produced in near y 10 years of special 7vation Hinged 

TRANS-VUE pox kets take photos, proots, d aWINgS, Specs., Send for 
lisplay matter, back to back; deliver quick, clear, pre- 

vlanned presentation Visi-Kit NEVER fumbles, never Pree Folder 


forgets, never muffs the punch-line; ALWAYS tells com 


Penton Elects Officers 


I 


plete, accurate, dramatic story the way YOU want it told and Pruces 


Sturdy, compact, dignified and ; ; . EASY to use. Quickly 


saves its cost in non-spoilage of sales material alone ' 


raffic World hipping Annu , 
voamme shipping - Burkhardt Bidg., 545 West Larned + Detroit 26 


: | 
rer etg—s0r pape i { MMi nae BINDERS TO AMERICAN BUSINESS 


r ‘ pil \ 
> pleased to announce that 


Paul Roberts 


authority on training, who has conducted his 
own practice for many yeors, has joined this 
Firm to direct our growing practice in 
Sales Training 
Supervisory Training 


McKinsey & Company 


Management Consultants 
Established 191 


ee pe tte a a sas ea seas et a 


WEwW YoRK BOSTON CHICAGO SAN FRANCISCO LOS ANGELES 


tl peal ae aye sa se sa pa ga saa se a pa pa pa aa eal ea pe ge papa 
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FIRST 
IN THE 
ELECTRICAL 
FIELD 


66 YEARS OF 
TECHNICAL 
PROGRESS 


ELECTRICAL 
GINEERING 


mORt THAN 


50,000 


CIRCULATION 


MARKET 
SCOPE 


ELECTRICAL ENGINEER 
ING Market Scope covers 
every electrical branch 
throughout the various in 
dustries. More than 50,000 
circulation directed to men 
prom:nently associated with 
all phases of electrical de 
velopment and application 
Because the remarkable 
3rowth of the electrical in 
dustry is due largely to the 
collective efforts of ts 
readers, and because they 
are responsible for continu 
nq industries technical 
progress, ELECTRICAL EN 
GINEERING readers are 
important factors when buy 
INQ decisions re to be 
made 
* 
LOWEST COST PAGE RATE 
PER THOUSAND CIRCULATION 
* 


Advertisers and 
Agencies are invited 
to wire or write for 
complete information 


ELECTRICAL 
ENGINEERING 


SUITE 7-8, Lower Level 
500 FIFTH AVENUE 
NEW YORK 18, N. Y. 











PUBLICITY? IT’S DONE WITH BABIES. Harry M. Francis, vice-president 

in charge of sales, American Steel & Wire Co., Chicago, used this graphic method 

to demonstrate to his salesmen that the rising birthrate will increase the market 

or baby buggies and other steel items. At a sales meeting were doe-eyed Joan 

Bailey, age one, and (from left) her mother, Mrs. Barbara Bailey; Mr. Francis; 

John Graham, general sales manager; and Clarence T. Gilchrist, sales manager 
of the Western area 


“S DONE WITH BABES. Mid-States Gummed Paper Co., 
ged the business press with this picture to publicize the company’s 
Tape-Strap, a gummed paper tape that is strong enough to substitute 
ng for many types of containers. Five models swing safely on the 


paper tape without breaking it 
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e or pla ant 


person nna Bind this molern Way 


els do a consistent sampling job with 


the booklets. Resulting requests trom 


right in soit a 


industry for additional copies to dis 
tribute to personnel and customers are 
filled promptly 

W ith one ot these box klets designed 
to fit the customer or prospect, the 
salesman can make a planned de mon 
stration. The booklet helps to show 
the buyer that the salesman is backed 
by the know-how of his company in 
solving the problems of that particu 
lar industry. By leaving this piece 
with the buyer at the end of the call oe CLost: Re ee 
the salesman provides a visual exten Ar ceamare bathe 
sion of his verbal sales message 

Allegheny sees the industry book 
lets as the core around which business 


paper and direct-mail campaigns can 
be built. One such promotion is the ' ° ° . 
. 
current use of a coupon ad headed ME \ikes GBC plastic bindings... 
Take Your Pick of these Allaghony even your treasurer! 
Ludlum Booklets on Stainless in In lh 
dustry.” The eye-catchir Every inch of page surface is visible and 
. pages of a GBC plastic-bound box m usable. And you can bind anything from a 
Such « oupos offers are preterre d mand attention and win friends every tim vest-_pocket memo book t 
over making large broadcas mailings A GBC plastic binding or presentation all with the same ease all 
sales presentations, repor with the colorful, tailor-made look that dis 
other printed pieces gives h tinguishes a GBC plastic bound book and 
provide Allegheny with no advance of custom styling at a cost that all at a cost so low it will amaze you! Let 
in pennies us put this equipment to work in your office 
With GBC’s inexpensive new Tab! jel under our special trial offer’ plan. Only in 


t » Ton - ’ " 
utilize the be rklet plastic binding equipment y jirt ir this way will you see 
tility ...its ability to dress up your literature 


» a full scale sales 


f the literature itself which would 


evidence of the recipient's desire to 


its unlimited versa 


The company believes that the mod give you plastic bound pies i 
ment in a matter of seconds. Every page 
matter how stiff, turns easily on the sm 
pointed distribution rather than shot polished plastic rings...lies perfectly 


ind to reduce your costs 
th Fill in and mail the coupon today for 
flat full information 


err economical trend is toward 


gun methods of disseminating litera *f : limited time only 
ture Advertisements thus implement . 
selective distribution of specifically ht Ma, Send coupon for details and Special Trial Offer 
prepared booklets to a selective reader GRC > General Binding Corporation, Dept IM-4 

} Without obligation, please send me Bulletin 1360 
=? eons . - ng your ow, ¥ oon portent GBC prostic 

‘ ] nndin equipment ell me ow con 
The booklet formula thus resolves ry eur thls equipment in my own office 


General Binding 
Corporation, Dept. IM-4 
808 W. Belmont Avenue 

Chicago 14, Illinois 


itself into three principal steps per 
dustry ] aim at that one indus 
2 distribute only to interested 

nen within that industry and 

esent information that will be of 
genuine value to the reader How 
well these principles have worked in 
prac s ‘dicated by the fact that ALL ADVERTISING Ee ota 
many large users of stainless steel SUCCEEDS OR FAILS AT les promotion and adver 
have offered to buy quantity lots of POINT OF PURCHASE eee re bay 
the booklets for their own distribution - 

TOPFLIGHT TAPE CO. 


f low ! y yer ‘ral ‘ i 
Walker & Downing ¢ ral Agency anata tinde net he AD SCRIBE- Box 254-N. Canton, 0 


Pittsburg! s Allegheny’s agency 





MARKETS AND MEDIA Photography - 


Herbert D. Bissell has bees ted For detailed facts on 84 industrial Assignments covered trom coast to const Photus eth 
- oan = om ppoimter and trade markets, and the publice stores, tacts and !gures ‘a edvert.sers end editors 


itive in charge of advert yg, sales tions serving them, refer to your copy Write for booklet 
‘tion and merchandising depart of Industrial Marketing's Morket Data nes senveet 
noR Book Number PARK Place wEWARK 2. 
at Minne apolis-H ney Regu 
r Cs M nneapolis 
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Minneapolis-Honeywell Names Bissell 











The Copy Chasers 


Continued from Page 80 


ZOOM ALONG Wire xroxoK 
save carfare. Yea. we know the text 


opens up with For economical han . Ls 
diing of the many jobs where greater St 

pressures and larger machines are not . =. 
required the Cuncinnati 4) Series . if you make a hollow part 

Press Brakes are outstanding in theu = ... fet ws give you the hole! 
verformance Were dopes Wedont 
know much about metalworking. What 
sdget like this cost ‘ 


does a little ge 

little one can be so careless with copy 
Plymouth Locomotive Works, we're 

sure, after all these years must have 
mething better to say about ther 

wlves thar For Dependable Strength 
d Stamina 


Product-Proved eave C4 nental 


orp. Well, so lon ss we re 





the advertising bills. we 


r ' Keokuk Electro-Metals Timken's Steel & Tube Division 
ous with our crite 
«t-Proved indeed ust try to 
_— , ” de Whatsa matter, you crazy, man? an alert ear to the quiet-running 
ne evidence more tha 0 Falk to Timkes qualities of every ball bearing that 
. comes off the production line 
We like Westinghouse’s spread on 
, > ” 
welding Pocket $126 every year uve checked, every bearing is run at 
Maybe we're such literal critters that high speed on a test stand. Only bear 


! t text 
And Van Dorn lron Works out 


Cleveland—theyv ve beet iround 


After all dimensions and tolerances 


nd the best they can sav about > 
. , : , the main reason is a great big clos ings passing Federal’s rigid standards 
For Qual ty Weldments for quietness are given final approval 


pepe ip phe to of a hand shoving bucks u So it goes through over 100 individual 


Van Dorr 
an | ing operations—with every fourth op- 
like *® We like Federal Bearing’s, “Quiet, erator an inspector For Federal 
' the bearings must be quiet-running and 


; frictionfree in their performance 
ean things we've said about them in And that 


t 1 pants pox ket. Ws dunno manufacturing, inspection and clean- 


please ad especially alter all 


means they can't be either 
the past This is a very good ad, for too tight or teo leose. that the ball 


» class of product for which there are track is ground to a chatter-free finish 


st cali Wiel inti und just the right radius. Bores are 


cylindrical, not tapered or bell 
mouthed and the sides of the rings 
are parallel to each other and the ball 
P , ound-proof ‘listening posts’ such track 
utter this t os this, (illustration shows a girl in 
provement made in spector, reflected crystal ball-like in You win, Federal. And the biggest 
ver the vears. there hearing Federal inspectors bend ouquet we can give Mac K I EBLANG 
ud pages deadhead at Fred Wittner Advertising. New 
when thes vent t York. is our Boost-of-the-Month for 
10 with ideas, facts such marked and remarkable copy im 


provemer | 


—The Copy Chasers 


Indians, Holes, Money, Etc. 


We like Keokuk Electro-Metals Co ECA Issues Booklet for Exporters 
takin life not so seriously when it The Office of Small Business, Eco 
wom along with Chief Keokuk nomic Cooperation Administration, has 
d his Princess Wenatchee.” Gotta ssued a handbook on the principles of 
read the ad or know Injun talk to fig exporting entitled “Guide . 
. thet one out pective Exporter 
lesigned vw the small 
We like Timken Bearing’s Steel & eee 
. considermg export trade 
Tube Division saving, “If vou make a shall Plar ware 


under the Mar 


wklet studies the 10 


ollow part et us give vou the steps neerled in planning an export busi 


ole sure th ne 3S a PEOERAL Batt Staeimes ness t ne wis of obtaming intorma 
Why waste metal and machining tim ~ : explains export problems 
drilling the center hole for vour hol # s, ss 
low cylindrical part when you can ety ee Ny 
use Timken seamless tubing with the me , ’ 
hole already there’? , l Was! D. ¢ 
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f the hooklet may te obtained 





we tego pr BESTEX and BEAVERHIDE 


(antinued trom J 


current newsworthy development im NDERS 
As i Irving J (yitlin, 


r radio 


science director, Columbia Broadcast 


ng System, says Think in terms of . 
e many ellective levels of radio m 
I ion: news, interviews, drama, (Sea 
ell a raight talks | UC 


in the company has 
yunbinatior 
ind writing 
r the preparatior 

cal article suitable f a Spee 
iiul it 18 wiser to leave the wt 
» to the publication and either 

tor interviews with the appro 

ndividuals or supply material ' accordion 

which the publication represen 

can select what he needs. This 
cedure is likely to be mandatory 

t ir OnsumMey iblications 

highly individualis e 18 one 
the requirements of 1 

writing 
“ome companies make it a practice 
have science and technical editors 
eet with research heads from time to 

for off-the-record chats about 
npany developments. This pays off 


several ways. The company is 


oked ft is a source orm peeliicy. | 


ditors have the comprehen 


gprs ne: VERSATILE 


« only human. edi 


’ features wher space is iv ril ble \ 
features when space is available, fefele) Manele) 41. 1c; 
: ARE VERY ) INEXPENSIVE 


use material re combine low cost with long service! Loboratery ond field tests orove thet 
iable BESTEX" and “BEAVERHIDE’ Binders will far outiost many higher priced binders 


* they know ast 
ee ee ee ee ee el) ee ee 


operative 
pe the approximate quantity — please 


INDEX DIVIDERS, too, for a complete pockoge 


Fueloil & Oil Heat’ Issues New BEAVERITE PRODUCTS, INC. 


Directory of Oil Heating Industry 33 DeWITT STREET, BEAVER FALLS, NEW YORK 
. Catalog Covers, Ring Binders, Swing-O-Ring, and Proposal Covers of BESTEX Artificie 
WW Tistit representing Leather, end Paper Cover Stocks; for Loose-leaf, Plastic and Wire Bindings, index Divider 

] facturers 


949.1950 


do- your 
WHAT’S GOING ON? displays 


@ Monulocturers and their ae | have 
ogencies are using this 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
veloping sales prospects on certain CONSULT 
types of products and services. P 
New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON'S CLIPPING BUREAU DISPLAYS 


~~ Vand 
esiga * Constraction ‘* Semce 


MILWA 
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$1.5 Billion to be 
Spent by Telephone 
Industry in 1950! 
A RICH MARKET FOR— 


Adding 4& Bectheeping mochines—Ad- 
dressing mochines—Air cleaning equip- 
ment—Anchors—Auger bits—Seftteries. 
ary coll storege—Bettery charging 
equipment — Ceble — Conduit — Cross- 
orm — Cable reel carriers — Cords — 
Orills—First cid equipment—inasulators 
—Motor Truchs—Poles—Pole line hord- 
wore — Linemen's accessories — Office 
furniture — Operator's chairs — Paper — 
Printed forms—Protective equipment— 
Pins—-Soider—Seoldering irons — Switch 
boor ds — Telephones — Tope — Trailers — 
Tools—Trvck bodies, Wire ond hundreds 
of other items used in a telephone plant 


You con reach every telephone 
company in the U. $. through 
Fortnightly 
TELEPHON: ENGINEER 


cireviation 11,582 
For sample copies, rete cards, 
circulation breakdown, etc., Write 
TELEPHONE ENGINEER 
Publishing Corporation 


Phone ROgers Pork 4-3040 
7720 Sheridan Road — Chicago 26, Ii! 








FOR 50 YEARS the lead- 
ing daily newspaper of 
the steel and metal in- 
dustries. An effective, 
low-cost medium for 
sellers of metal prod- 
ucts and equipment. 
Write For Trede Sreetdows 


And Reader Survey 


AMERICAN 
mera | © 
MARKET 


18 Clif Street © New York 7, N.Y 


Pubdliahed Dally 
Since (609 


QRS POG 


. 5 5 
Har a** 010% g8 0 0 ah ghe** See 


Business Paper Competition 


? 


Continued from Page 35 


ceptions. A few business papers have 
done a wonderful job and grown big- 
ger and broader with larger staffs, 
while others are drying up. 

f tternal house 


House 


divided into two basi 


organs 
organs can be 
types depending upon their purpose 

life. One type backs up magazine 
and the other 


rdvertisin substitutes 


for it 


Weve had experiences with both 
Our Nordstrom Valve 


external 


tv pes Division 


publishes an house 
called “Flow 


ments our business paper advertising 


organ, 
I ine,” whic h suppl 
ind, as a matter of fact, has been made 


possible only because Nordstrom has 


built a name, a reputation and a mar 


ket through the ve 


ince of 


irs with the assist 


outstanding business papers 
several major fields 
These business papers have helped 
is build our business to a point where 
sales permit us to spend the money to 
do the 100° job—to battle 


ill the way through an external house 


arry the 
organ which can tell our story in more 
detail than business paper advertising 
but it is the 
built thr sugh 
ikes our 
ind permits us to s| 
ably 

On the 


will permit wcceptlance we 


have business 


that m 


papers 
reac rship possible 


nd money profit 


other hand, another of our 


divisions operates in a field where the 
} 


have long appeared 


both from an editori 


USsIness 


p ipers 
he weak 


ind circulation standpoint. Several 


to us to 
ears ago, while examining our budg 
we noted that we apparently had 
field 


busine .- paper h ad 


ore individual customers in the 
leading 

ers or controlled distributior 
is a field where new equipment is 
ustom 
that 
thar 


u ht every vear by each « 


ynlvy conclusion was 
ver r uch lar 
publication in 
eable results from the 
doit yin th hus 


field were neeli 


f any 


» estab 
ire pay 
eviously 
After 
of this 


reulation now sub 


peratior 


my husiness Pp 1p r 


RE WEES ose Oe TE 
“Almost Torn to Shreds” 


(By use—in one of America's 
Biggest Mattress Companies) 


BEDDING’S BUYERS’ GUIDE 
& COMPOSITE CATALOG 


Final Forms Close May Ist 


The above is a typical comment by the 
men who BUY in the Bedding Industry 
Read scores of letters in “FACTS —free 
folder (Please send for!! 


This is an Annuol thot’s used almost daily 
becouse of its USEFULNESS Lists sup 
pliers alphabetically, product-wise, geo 
graphically and includes mony atalog 
poges Valvable reference book otherwise 


950-5! edition soon 
reservation immediately 


g0'ng to press. Mote 
Don't miss out! 


Advertising 
Agencies! 


ure not in 


REFERENCE Data 


CTT you're 
missing a “must Let us 
prove it Commissionable 


Merchandise Mart, Chicago 54 





tt Your 


MEDIA AND MARKET 
FACTS FOR BUILDING 
YOUR 1950 SCHEDULES 


... see the 498 pages of data 
covering 84 primary markets 

specifications, rates and 
circulations of the 2,400 busi- 
ness papers serving U. S. and 
Canadian industry — and the 
factual presentations of 200 
leading publishing organizo- 


tions ... in your 


1950 INDUSTRIAL MARKET 
DATA BOOK 
NUMBER 











INDUSTRIAL MARKETING, April, 1950 





the advertisements, which are cou- 
poned, that we still use in those busi- 
ness papers in which we have kept 
some space contracts alive Inquiry 
response from our own house organ 
has gone to as high as 38 to 1 over 


the leading business paper 


Where's Market 


Invariably these fields which have 
weak business pape are eithe sub 
divis ns olan or treid, or are busi 

ess paper tek vere the market is 
limited as to dly justify the 
existence of a trade paper. « e fields 


or tw publis 


y start and have had a domi in EXECUTIVE COVERAGE 

SS Ee ate ee Tops in ENGINEERING COVERAGE 
Tops in SUPERVISOR COVERAGE 
Tops in OPERATOR COVERAGE 


ikes the statemer 


We reach all Mills . . 
We blanket each territory .. . 
No waste Circulation 


n that he k ws otr 
extent of the 


lt was Arthur Frederick Sheldon who said, “When you sell, sell by 
analysis . . . and remember confidence is the basis of all trade." 


Believing in those principles, we invite you to study carefully all circulation 


figures among magazines serving 


the paper industry. You'll find THE mee 


PAPER INDUSTRY Monthly best 

is suited to the purpose of your ad 
dustrial vertising. Coupled with catalogue 
ds ol data in the PAPER AND PULP 
lid 25 MILL CATALOGUE, you have an 
a > unbeatable combination. If you 
selves and of the 
Many of the 
et their 


do not have our Circulation Analy- \ WHEN YOU REACH 
sis, write or wire today at our ex- THE HEART 
prope \ YOU REACH 

: THE 


FRITZ PUBLICATIONS, ING. MARKET 


VAN BUREN STREET 








o that publishers 


nt . { 
SACPLICISITN © 





ies which have 


ngled . th wie t cchen (droperiy vied, COMPETITIVE 
epared in F suggentons for tei fs ADVERTISING 


With nprehensive monthly reports cover 
ng hundreds of pub ations and fields 
Keep posted on hanges in schedyles 
spoce opy Use for comparison, os an 
sid planning For nformation and 

mplete list of magazines vered, write 


ADVERTISERS RESEARCH SERVICE 
4135 S. La Salle (Riverdale 
CHICAGO 27, ILL 


Originators of AD-REPORTS—Suppliers 
*f Competitive Data for Over 10 Yeors) 

















SNIPS MAGAZINE 


W. Lake St., Chicago 44, 11 
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his mere isiip competion Here are 


New Passenger 
Traffic Director 


i few suggestions for the business 
paper publisher, offered humbly with 
the realization that if | knew all the 
inswers, the only sensible thing for 
to do would be to start a sensatior 
wccessful business paper. 


l. Match the sales 
sof Equip the 


techniques o!/ 
iaga ‘ space 


salesman with visual presentations 


that sell the market first and sell the 
gazine second, Seek an opportunity 
ittend sales meetings of advertisers 


irket 


pi woe the business papers can 


liscuss the f the advertise: 


g it Help the agency 
manager explain the 
William F. Waller 1 en appointed 


Director, Vassenger 


(meric ’ F xport Lines ‘ net 


ness paper advertising t 
Eurepe fer 

gh dramatized pre 
steamshiy orn pear 


/ usines 


There is neo substitut m 
VWuller 
muling of the 

lay. | 


‘a prune 


to split ci 
Seek a 
n the major field 


it reaches both pri 


or thorough knouwledec 


business and ‘ or t all segments 





In the 


nplete ir 


in ilysis 


Brewing Industry 


nearly 


quiry recording and 
pile iccounting vethods 
of sales to ad 
Have 


f husiness paper 
faith is 


t tracing 


vidual cases, et 


Everybody Reads 05% p»« 


realize that 


rv of the rabbi and 
d themselves sittin 
ficht. As the 


start the first round. one 


ming out of his corner 
The rabbi leaned 


The fastest growing 


publication with the 


largest age circulation 


THE BREWERS DIGEST 


CHICAGO 6—747 0. JACKSON BLYD 
a en a ee 


While the 


talk about—new enthusiasm, 


to tell, a new 


thing to 
anew story reason to 
make a call, 

Build editorial that gets reader re 
Don't be afraid to be contro 


versial. remembering that in all of the 


vewspaper deaths of recent years, i 
has been the ¢ 


Alied and the cor 


utless papers which have 
roversial papers, 
which have prospered 
sumething to 


hated or loved 
i, the 


n about 


reader write 


Start a letters-to-the-editor column, 
ind when you get response, as you 
surely will if you do the job well, an 
think 


not read by showing them 


ewer the pec ple who business 
papers ir¢ 
the signatures at the bottom of the 
letters to the editor 


6. Find out for sure what your mar 


ket is and see that vour circulatior 


covers it or a logical and ample part 


of it or get a new field. If you cannot 
find 
obably do 
Watch the 

with research of your owr 


jokers. or 


lrage If 


extent of yvour market. vou 


im urket 
} 


not have 
research of your ad 
but keep it honest with ne 
don't hand it rut FE nco 
dependent research by the 


vour men to consult with ad 


:dvertisers 


ind train 


t} it the research thes 


vertisers (to see 


do is fair 


rather thar iT attempt te ratio 


penetratin nd conclusive 
valize 
i preconce ved opir or Follow 1 pul 


| rese arch ethics suc h as 


d bw the Association of 


lished set 
dvertisers to validate the 


ae 


‘CAM' Mail Questionnaire 
Pulls 85°/, Returns 


Purrrresarrc, N. 7.—Flouting that 
} lirect mail expert that 
@5 hille wouldn't 

1 Air Mag 

of return 


ollow-up t 


the paper 

Morrisor 

stionnaire 

the fol 

The re 

mainder o e distribution was reached 


field representat 
respons¢ 


tion was somew 


editors and advertisers 
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ninute! That's going a little too far. Maybe we 
viracles in this America of ours, 
ound to putting up skyscrapers in 
t anyhow. But we re doing things 


is that 





machines and so 
yur production 


»>many 
ces been 





lities that make 


ur solid faith 


We probably 
1 better and 
‘ t these 

ssively shorter 


1 decreasing the 








nost thrill ng, ever devised 
s unlimited. If you want 
Advertising Counc 


system to your employees 
Pi 





racle of America’ which 
still better living can be had 


towether. See that « uch of your 





t the 


WANT TO HELP? 
MAIL THIS 


The Advertising Council, inc. Dept. B 
25 West 45th St., New York 19, N. Y. 


Please send me prices on _ _. copies of “The Miracle of 
Americo”, so thet each of my employees may receive one. 


Nome 





THE ADVERTISING COUNCIL, INC. 


A non-proht ore zatoon representing all phases of advwer- Company 
teomg dedicated ¢ he use of advertuing om pub eervuce 


25 West 45th St. New York 19, N.Y. Address 
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This new 20-page McGraw 

Hill booklet is designed to 

help you determine the 

to 

® Can I hit my markets with 
business magazines? 

@ Do they go to the people ! 
have to sell? 

@ Are business magarines 
really read? 

@ Will odvertising in business 


magozines pay off for me? 


yYOouR 
McGRAW-HILL 
MAN 


for your copy of “Mechonizing Your 
Sales with Business Paper Ad. ertrung’” 


McGRAW-HILL 
PUBLICATIONS 


re ey 


How to Advertise 


Continued from Page 68) 


purpose of “getting the feel of the mar 
ket 

So what can the copywriter do to 
learn the facts about the markets 
whose buying prac tices he is supposed 
to intluence 

Fortunately, he can read most of 
what he needs to know—and should 

Any publisher's representative cat 
furnish him with abundant literature 
regarding the nature and habits of 
the market he is to address And the 

es of the publications furnish ar 

ellent means of obtaining the “feel 


: market 
Let Editors Help 


pywriter is stupid if he fails to 
t himself with the editorial 
the public wions serving the 
or catering to the business 
which his prod ct applies 

en more than the advertis 
have to talk 
“cuss the prob 
ass ol 


1 publications 


in located close to 
should make it a 
me personally wquainted 
liters want the adver 
vy to be of high 
er. just like the 
ind welcome the 
ive the xl men the 
first-hand know! 
If editors are not 
cally available. then the 


mar particu 
innot afford to 
ind there should be 


Learning the Product 


nding ut about the product is 
cult than finding out 
e continual ple 1 


ency is I 


niormatior par 

cal nature—through 
cutive who may know 
with as the copy 

r way to provide copy 
es a firm have printed 
ells out” informatior 
iid form for a be 





@ Read by more coal mer- 
chants — more coal sales 
executives in the coal in- 
dustry than any other coal 
publication. 


CHICACO 


Menhaettan Bidg. 
NEW YORE 
Whitehall Bidg. 


Fer ever 60 years the leading 
journal of the coal industry 








— 
Outstanding Industrial 
Sales Manager 
Available April 1 


Few men in the industrial field 
can match the experience and 
ability of this man. Twenty years 
with one company, organizing, 
training, directing national sales 
organization. 


Has an amazing record of suc 
cess in selling to and through 
automotive and industrial dis- 
tributors. 

For complete details write Box 
435, INDUSTRIAL MARKET 
ING, 100 E. Ohio St., Chicago 


11, Winois. 











SPEED DELIVERIES 


WITH I 
" se The better labels 
that cost less 
@ sparkling colors on hard, 
snow-white stock 
@ sharp. perfect lettering 
@ extra-strong adhesive 
You get all these quality feotures at 
low cost with FENT-ONAMEL. the only 
label of its kind made! Over 
130.000 satisfied users 
Write TODAY for samples & prices 
“FENTON LABEL CO. > 
OEPT 62 SOG RACE ST PHILA 6 PA 
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dered cop + to understan = - —__= -- TSS 
wildered copywriter to understand it, —_— SESS e 


and seldom does an agency provide a 


means for getting information in that i 
How to wrap up business 


lucid form trom the client. 





In an earlier section, | provided a 
suggestion for making a “situation 
survey about company markets, poli 
cles, et but it is seldom that such a 
survey goes into sufficient detail to 
satisfy the man who has to write 
opy 

Phe trouble is, in approaching a 
new advertising problem, the copy- 
writer does not know what he doesn't 
know. He needs to have had some ex 
perience with the product in order to 
discover what type of information he 


acks 


in the Pacific Northwest 


Factual Warehouse 
For this reason, | suggest that the 


copywriter build for each product as 

I I \ Do like local firms do when they have 
signed to him i warehouse ‘oon 
formatior For the structure oj the goods or services to sell to business men. Advertise 
warehouse,” | suggest referring, for in the Daily Journal of Commerce. You'll get 
onvenience * sakes, to the outline on 
Bowe tn Determine Gtreteay (Bab the heavy pure hasing money in the construc 
Mar.. 1949). That same outline is ideal tion field, the broad industrial field, the potent 
for building a warehouse 4 orest: products industry 


Starting with IB in the outline, you 
can fill your warehouse with informa ore than eleven readers per copy, a 


tion on urvevs. No comics. No murders 


IBL. What the oduct does 

Bl. What the product on vy. Just concentrated business news that tells 
i ippii itions 

b. variety of jobs in each appli i lappening what | ibout to h ippen in 
tion \ ictive and expanding area of Oregon 


[B2. How it benefits the reader Washington, Idaho Consult your advertis 


i by filling certain needs or solv 


tain pr bler ing agency or write for ample copy and rate 
ng certain problems 


b. bw elimir iting certain causes card 


of sullering resu 


having the product. | | D i| Journal of ‘ 

by pre ng ce n pl al u CD ues tear ws <—JMMCTCE 
what he curre WORKING TOOL OF PACIFIC MORTHWEST BUSINESS 

periencing | 711 S. W. 14th Avenue ° Portiand 7, Oregon 


IBS. Why it will 


how it uk en 


b. what tests it has unde 





what is has done fo 


1C1, What its superiorities are ov FOR DETAILED INFORMATION ON 


petitors 


exclusive features 
Leaie ues 84 INDUSTRIAL and TRADE MARKETS... 


SEE YOUR NEW 


1950 MARKET DATA NUMBER, 
INDUSTRIAL MARKETING 








Deper 
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the individual case, 


{dvertising-Sales 


oul warehouse if 


Coordinator ther points——such as 


company reputation, 


ihe up your own ware 
atever sources of intor 
any literature, situation 

are readily available 
items, you can indicate an 

! importance.” 

ich accon plished you begin 
lize how much you don't know 
Next step is to fill in the blanks by 
direct examination of the most author 
itative source He may he sales man 

gineer oF productior man 
he should be ippe sled 
Jack C. Griffin has joined Consolidated t rnish you with the information 


Crocers Corp Chicago, as advertising ou need to know You 


national food wholesaling organization ee, DY d out first what you 
Wr. Grifiin save. “Coordinating the sales lon t me d do need to know 
nd advertising p fer divers 


, 
ompanies means that I must be cos 


nd sales promotion coordinator for the 


you 
Smerens urself the trouble of be ing 
nizant of pertinent business news and ¢ main \ if ut kn “ 
trends. The Wall Street Journal is essen 
tial in supplying this vital information 

Through experience Journal advertis 
ers have found the 244,170 Journal reader 
medience ta be the prelerred, responsive t prrcrpe : * are riicu 
market of Husiness You, t an sell 

ssson-makers ‘ business, in 


in Sin Gah educate yman—particularly when 


patient ene to 


to be an adver 





ll have a special 





Our Readers 
Are Buying 


@ Production Machinery ne must begir 

ber tr fire 
@ Wood Finishes , 
mat whe was 


@ Sprey Guns ceupied else 


@ Glues and Giue-Room Equip- ere, a pinch-hit, knowing 
ment pany. product 

@ Portable Sanders, Routers, ' t ~ nece of textile 
Drills, Sows and Tools nt talked t 

Abrasives and Sanding Equip- 1 i were raduate 

ment 

Carbide Saws, Cutters & Knives 


Curting Tool Grinders and 
Sharpeners 


Dimension Stock, Plywood & 
Lumber 


Wood Screws and Fasteners 


Conveyors and Handling 
Equipment 


Write fer Mertet 
And Media Dote 


Woodworkers 
Reporter 


COSGROVE PUBLISHING CO 
GRAND RAPIDS 2. MICH 











textbooks and a representative from a 
textile publication, | figured out what 
t was about and wrote an ad that, to 
nv amazement, turned out to be ac 
eptable 
it wasn't until long after, that | 
learned to say | don't understand 
Today. even though | have had not 
the slightest educational traiming in 
engineering, and am mechanically 
helpless as ar individual, | am not 
ifraid to tackle a copy on any tech 
neal subject 
I know that if the subject is suit 
ible for advertising. | can understand 
it well enough to advertise it. And I 
get to understand it by asking ques 
trons 
People do not mind being asked 
juestions provided of course. that 
the question period is formally a1 
ranged and they come into the meet 
ing expecting t be queried I do not 
feel that they will consider me stupid 
filth ippen t isk what may turn out 
to be a stupid question They realize 
that the market, too. might ask a stupid 
question ind the vdvertis ng should 
inticipate it by answering it first 
| have never thought highly of the 
speci alist” theory in adve rtising that 
the advertiser who has a technical 
product to sell to a specialized market 
eeds at expert u that technology to 
help hir idvertise 


so gineers have the odd 


many et 
dea that all engineers speak the same 

uage They don't a mechanical 
engineer should not expect a chemist 


to understand him just because the 


chemist is an enginee in chen wstry 


the chemist may be just 


mechani al ef 


Interpret for the Market 


the ad i 
the market needs to 
just enough of what the adver 
to put the two together 
market needs to kn 


[wants t 


it that 


the 
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it should not be necessary to suggest 
that the resultant warehouse be turned 
over to the most authoritative source 
for final checking. (Chances are, he 
will be delighted with it and will de 
mand a copy of it for himself 
One word, here, about the compara 
live chart This has been mentioned 
before in discussing advertising tech 
niques, but it is also a useful device 
lor organizing competitive product i 
formation. Briefly: it consists of writ 
down all conceivable points of 
comparison and then checking the 
qualilications of the various co 


tors for each point 


Study Competitioa 


ot intorn 
ket trends product changes 
another good reason bec wuse those 
parties responsible for approving his 
work will be more likely to have con 
fidence in hin He should arr 
be on the mailing list to rece e the 
nformation that the salesmet 
get. te he invited t sales meetings 
perhaps even to sales training 
yurses!}. and to attend trade 
He should read the trad 
the important m 
though naturally 


his owt advertisi 


petit 


Case Studies 


\ certa spree 
ittle further « 
When the strate 
studies pertorr 
the 


dvertising 
th rough 
s invar 


ext step 
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The Super-Market In the ¥ of America’s Industrial Future 


4 


ao 2 _ 
THIS IS NEWS! 
It’s Vital—tt’s Local—tt Creates Sager Readership! 


CONSTRUCTION NEWS MONTHLY is the NEWSpoper of contractors, engineers 
architects and public officials, concerned with construction, in the great SIX STATE 
crea, shown below. They read it as devoutly 


it Keeps in Circulation as o broker reads the stockmarket page of o 


oily newspaper! The material thot interests 
the LIFEBLOOD of them is "Bids Wanted” (the lifeblood of 
. their business!, “Lettings” and other loco! 
the Construction Industry juilding news (profusely illustrated), personel 
tems in the construction field. etc 
CONSTRUCTION NEWS MONTHLY circulotes thot vito! news throughout the area 
thereby serving the entire industry Because of this business-producing news 
CONSTRUCTION NEWS MONTHLY (fas well os its weekly edition) is looted 
for—end read eagerly. This eager readership means more resultful advertising. The 
heavy linage and continuity of contracts by REGULAR advertisers should be significant 
and induce YOU to include CONSTRUCTION NEWS MONTHLY on your schedule 
f you on sell this huge onstruction market in the Heort of America’s Industrial 
Future 


OVER 6200 READERS 
Send for a copy of publication, complete data, list of regulor advertisers, etc. 


ONSTRUCTION 
NEWS MONTHLY 


Reporting 
CONSTRUCTICN ACTIVITIES 


In Oklahoma, Eastern missouri, | | 
Arkansas, Western Tennessee, 


Mississippi and Lowisiana 


LITTLE ROCK, ARKANSAS 


This Emblem Means Repent 
IT’S EASY FOR YOU 


to Get Media and Market Data 


{INDUSTRIAL MARKETING S) 
Industria 
Market Data 
Book NUMBER 


When you see it in the advertisements of business publications—in their 
promotion copy in folders, on blotters, in circulars—you are being 
reminded that the publication has filed its complete reference data in The 
Market Data Book Number. it means you can find facts on the publication's 
editorial services, circulction, influence, morket studies, and similer 
information, adjccent to complete data on the morket it serves. 











\V\foow 


343 S$. DEARBORN, CHICAGO 4 


hay 0! 


ali four 


who bey and speci 


-—_ 


/ 


City Engineers ‘ 


County Engrs. tT 


Water Supts. (9 
Consulting Engrs. a) 
& 


n the magazine with the 


lerges! audited engineering 


civeuletion in the field 


Pac Forks 


1 agen street 


Ss 
08 kT. 


Wew York 


ee 


~) 


HAND PICKED! 





if it's WOOD, you could—with 


WOOD PRODUCTS! 


ay servers Gil 








| 





138 


tising man to get his stories is to 


out alter them—or at least hire an 
utside field reporting organization to 
lo the lew work for a fee. But « 


und the ad 


ither 
whinitia 


The trick is to make 


rep ing job as easy as possible 
g the salesmen with forms 
filled out 
direct order of the sales manager 
birst. ¢ ik 
what sort of 


Here 


furnishin 
preferably upon the 
it clear to the salesman 
nformation is wanted 

is how Worthington does this 
. gned bw the 


s addressed to the 


ulvertising de 
salesman 
The name 


icertay nmcount 


it the of if the 


The ACAR Divi 
thee ubsjpect 
vould be a likely prospect for use in 
nlvertising Mr. Lawler i« 


sious that we have our 1950 


ion hea uggested 


installation a« one that 


very an 
idvertis 
¢ programs set up well in advance 


mel we 


make this project a uecrses We ear 


require your cooperation to 

nestly hope that you will find it pos 

ble te reply to thi. memo within the 
ouple of week« 

We hone 


information and 


that vou can give us some 
data that will make 
smd the 


following lines 


up inte a good ad material 


need ix along the 


\. Photographs 
|. Exterior view of building 


Views of the 


installation 


Data 
It has been found, in ads that fea 
ture specitie in tallations, that the suc 


BK. Operating and Performance 


of such an ad is in direct propor- 

» the specific 

on operating data, maintenance re 
ord md so on. We must tell the 
ame story that vou, ax an AC&R man 


would find mstructive 


information given 


und interesting 


‘ r outh gut 


How 


rooms, of 


tery 
What doe. our 


many floor 


equipment do? 
what offices 

iffected 
equipment rapidly 


erations are and how’ Is 
paving for 
other 


Nine money meth 


Ix there 
ibout the 


over 
myvthing 


ipplication ? 


engthened bey the 
ttisfied user Vek the 
" Can we identify 
can vou obtain 
om someone in 
could reproduce 
shom should we 


ige to the im-tallatio 
t busldimng in e sorte 0 thee 


famous artist 


been visited 


1 know 


what 


ipear 
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If for some reason you cannot give 
us any of this material now, or with- 
in the next couple of weeks, we plan 
to send a man from an organization 
obtaining field 
and photos, to 


that specializes in 
stories ase histories, 
do the necessary running around and 
digging. There is a lithe information 
we must have 
do this 

l. Is there 


viewpoint of customer relations, why 


however, before we can 


uny reason, from the 
we can't de it now? 

2. Should this touch 
with vou first, to clear the way, or can 
he go directly to the customer? If the 
latter, can you give us the name of 
the person he should contact? 

We hope the length of this letter 
scare you away, but felt we 
somewhat into detail. We 


man get m 


doesn't 
had to go 
want what information you can give us 
without too much running around, as 
we know busy 
orders. And if you 

story pretty much at vour finger tips 
we'll ask somebody else to do the 


chasing 


you re trying to get 


den't have tue 


Sun Oil Company furnishes its sales 
Data Re 
which is re produc ed on page 66 


men with a “Performance 


port 


And it is pertinent to quote trom an 


article by Sun Oil's Laurens H. Fritz 


in Printers’ Ink. as follows 


In all our contacts with the sales 
indicate that we consider 


resourceful, 


men we 


them intelligent. leyal 
and proud of 
the company and its products. Most 
all these things. It does 


to let them 


industriou-. cooperative 


of them are 
no harm to their morale 
know the head appreciates 
them. We don't resort to idle flattery, 
however. We ask them for informa- 
tion. We ask them for guidance. We 
uk them to undertake 
that are bevond the capabilities of 
who ire not intelligent leval., 


othice 


msignments 


resourceful, industrious, cooperative 
ind proud of their company ind Its 
product. 

But we do not ask the 


his ideas on copy 


salesman for 
layout 
That would be 


amateur for an opinion on 


treatment 
art or media selection 
mking an 
matters where only experts are 
fied. We ask the 


the kind of factual information he is 


quali 
slesman only for 


equipped to supply 


furnish our 
nivertising agency with the raw ma 
to build adve When 
report is selected for 


Performance reports 


terial riisement 
4s performance 
send the 
complimenting him on the report, and 


uch use, we salesman a letter 


copies of the letter go to his uperior. 
Sometimes he is asked for till fur 
ther background information that nay 
he helpful to the copywriter, and he 
isked to get permission to 
take phetographs in hi 
plant Thi 
ontact with top 
mel he 
he get 


may be 
customer 
frequently brings him in 
Mathagement per on 
might not otherwise meet: ane 

mounted. finished 


raph. to ‘ tt to hi 


phote 
customer 
md, of course, advance proof of adver 
teement for which he contributed 
data. With the y 
thank inl 


The extra rere ome ce pay 


a letter of 
superior 
olf 


rmance data 


t« 
em « quality of the 


thy improved. as the 
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salesmen have become more familier 

with the kind of information the cop 

writer can use 

From then on, it’s up to the copy 
writer to take the salesman’s usually 
laconic re port and put it into dramatic 
orm. If the story is a good one, and 
the ad man is a skillful writer and is 
sufficiently familiar with both his 
product and the market, the the 
—— pd iy sera, di : TELLS YOU HOW TO 
ah dis Cake Chadian cane y PREPARE ART AND COPY 

FOR OFFSET PRINTING 


last month 
HOW TO SAVE THE DAY How to scale pictures quickly for 
WHEN A UNIT GOES “CRAZY offset reproduction? Mow te sepa- 
The single-stage fractionating —_ . ~ . rate for color the simpliest way? 
sive unl sin sapiens sonia How to use copy sheets for speedy 
went erasy. The charging distillate R.C.S. Serving the layout and arrangement? This help- 
tained water, and a good-sized slug Graphic Arts with an ful book gives you many hints that 
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INDUSTRIAL ADVERTISING'S 
vs COLOR MOTION PICTURE 


| Or the first time 1n 


history, industrial advertising 1s to have its own 
color, sound, motion picture depicting indus 


trial advertising’s selling powers 


documentary film actual experiences of 


manufacturers who sell to industry entries for 


The PUTMAN AWARD 


produced by Raph icl G. Wolff Studios, Holly 
wood, with the cooperation of the National 
Industrial Advertisers Association tor Putman 
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To give you TOP VALUE 


for your advertising dollar 
an industrial magazine must: 


- CERTIFY 


readership by continuous 
check on every reader. 


«SELECT 


readers verified for 
top buying authority. 


-COVER 


plants verified for 


top buying power. 


Add them up and the one provable answer is 


Mill & Factory 


FOR PROOF .. 


of Mill & Factory's concen- 
tration on worthwhile plonts, 
revealed by its famous Cen- 
sus of Monvfacturers, see 
the M & F Industrial 
Marketing Guide.* 


FOR PROOF... 


that Mill & Factory's unique 
circulation method selects 
only the men who specify 
and buy, see the new M&F 
brochure, Selling 


FOR PROOF... 


of Mill & Factory's 100% 
readership, see the M&F 
Certified Readership Reports. 
Free on request. (These re- 
ports will be independently 
audited by CCA, Inc.) 


American me / 
/ “5 9 
L/\ 
With this PROOF at your call, why guess what 
you buy in authentic, influential circulation? Mill, | 
Make sure your sales message reaches, and 


is read by the men you have fo sell... . 
. ». advertise in MILL & FACTORY 


*Any M & F representative will show you this valuable 36-page sales planning 
guide. Individua! copies, $1.00. Conover-Mast Publications, Inc., 205 E. 42nd St., 
New York 17; 737 No. Michigan Ave., Chicago 11; Leader Bidg., Cleveland 14; 
5478 Wilshire Bivd., Los Angeles 36; 4552 Rheims Place, Dallas 1. 





